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ROYTHM STEP “NANCY” 


Featured in Hubschman’s No. 571 
turf tan calf—(Also in Hubschman’s 
No. 542 Kona Red Calf.) 


The NANCY is 
carried in stock, 
in both colors, by 
the Rhythm Step 
Division of The 
Johnson-Stephens 
& Shinkle Shoe 
Ce., St. Louis, 


Missouri. 





A six-eyelet Vitality blucher oxford. In dull black kid or 
white kid with leather sole, or in white washable calf with 
Duflex Nap sole. 12/8 heel finished 1/8 higher on inside. 
Built over Research Last No. 88. 


A daintily perforated Vitality blucher oxford with the famous FOR NURSES AND PROFESSIONAL WOMEN 
Vitapoise Feature. Unlined, five-eyelet tie available in all er” i A 
white reversed calf with white Duflex Nap sole. Restful 12/8 Vitality nurses’ and service-type shoes . . . with “round- 


boa} <n) wamy Sana the-clock” comfort and flattering style ... are fastsell- 
ers among women who are on their feet most of the 
time. For they embody the distinctive comfort and con- 
struction features that have made the name Vitality a 
byword among discriminating women. 

Now, as never before, is the time to feature Vitality 
nurses’ and service-type shoes ... for nurses, teachers, 
beauticians, salespeople, waitresses, and others. They 
represent truly great footwear values . . . but more than 
that, they are backed by the famous name, Vitality! The 
three shoes iilustrated are only part of a wide selection. 


Y, L7S ... 


Complard Risse ée Sizes und Widths , 


Vit OPEN SHOES, Quitieor: : : :¢ 
A smart, eye-catching Vitality Open Road Shoe for durable, ne Waar, $3 $5. mac and $3 
comforting service hours on end. Five-eyelet blucher oxford ~ 
available in white Elk with white Duflex Nap sole. 12/8 beel Made by Asterica’s ’ Largest Shoemakers 
evich eobita, Nap sep lift. VITALITY SHOE COMPANY, Division of international Shoe Co., ST. LOUIS, MO. 
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Ben says 


“ON EITHER CASUAL OR 
DRESSY TYPE SHOES 
THE BREASTLOCK HEEL 
ADDS THAT TOUCH 
OF SMART SIMPLICITY” 


Associated company — DOMINION WoOoD veel a tae Nasamack Que. 
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NEW CASTLE DIVISION’S 
GLAZED KID* 


is the starting point of many new designs. 
Style-minded shee merchants show a 
preference for this Glazed Kid* because it 
is as slim-looking as the new silhouette, as 
inherently beautiful as the current simplicity 
demands, as color-rich as fashion specifies. 
New Castle Glazed Kid* is available in deep 
tenes for Winter promotions, and in lighter 
colors for resort and Spring designs. 


*Elasticized Glazed Kid is fashion news! 


New Castle Divisionc Mhed Kid Gimpany 


100 Gold Street, New York City 


August 30, 194! 





Bg iI ccc siacs tne: eis scrape 
LITTLEWAY AND UCO LOCKSTITCH SHOES 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Pattern No. 3006-1 


Rico Brown, Elasticized Suede, 
69 last, 21/8 Continental heel. 


Tweedies top line treatment 


(U. S. patent 2210816). 
Also available in closed toe. 


CHOICE SHOES FOR YOUR CHOICE 


One of the most important developments in elasticized styling is the Tweedie 
top line treatment. It allows the shoe to gently hug the instep in smooth com- 
fort, free from binding. Beautiful as a finishing touch, this treatment truly 
marks another advancement in the technique of fine shoemaking, for it is more 
than just the addition of a top line goring. It is an integral part of the fitted 
pattern. With it Tweedies become the “Inimitable Footwear”. 


TWEEDIE FOOTWEAR CORPORATION 
JEFFERSON CITY eae alg ee ™ Ge gc ee 
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THE adaptability of Americans to 
new conditions is something to mar- 
vel about. There isn’t a woman in 


the land who hasn’t said to herself: 
“What am I going to do when I 
can’t get any more silk stockings?” 


Her first impulse was to try to buy 
as many pairs as possible; but re- 
member, there are millions of young 
women whose income is pretty close 
to the living line and the extra dol- 
lar needed for surplus stock is not 
to be readily had. So what did they 
do? They did without! 


This week we have seen more 
girls, in the ages of 15 to 30, going 
barelegged than we ever saw before. 
The silk hosiery people had made 
stockings so sheer anyway that you 
could hardly tell whether ‘they were 
garbed or raw—so the American 
girl is going without hose and con- 
serving the pairs that she has for 
some special event. 

Here’s a cue for the girl who 
wants to go without hose. Sidney 
Skolsky, who writes the column 
“WALK WITH ME” in the New 
York Post, says: 


“Those three blondes going their sepa- 
rate way are Alice Faye, Carole Landis 
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and Betty Grable. They are three girls 
who don’t have to worry whether they 
have silk stockings. They can go around 
barelegged and look great. In fact, Betty 
Grable often does. I remember back in 
her Paramount days when Betty would 
take out an eyebrow pencil and paint a 
thin black line up the back of her leg. 
This gave the impression, from a reason- 
able distance, that Betty was wearing 
anes. It would be a good trick these 
lays.” 





It’s something to make you sit up 
and take notice when a market as 
profitable as the hosiery market is 
cut off by Washington edict and 
economic shortage. But there it is 
—the possibility of a nation of wo- 
men going barelegged. Many of 
them do it because they have a sen- 
timent against Japan. That’s part 
of the psychological reason for ac- 
cepting the barelegged vogue. 

We've seen women go without 
hats and they tell us that it’s be- 
cause hats were so silly in design 
and so unbecoming that women 
went without them rather than be 
conspicuously freakish. But there 
was more to it than that. A devel- 
opment of ne whair-dos framed the 
face more attractively. And as a 
result, thousands of women have 
gone through the Summer without 
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any other headgear than maybe a 
kerchief or a ribbon. 

Now, along comes the accent on 
bare legs. It may mean the collapse 
of a hosiery market if it spreads 
the nation over. The high cost of 
hosiery is certainly an item in the 
young woman’s wage envelope. If 
she can save money—sans hat and 
sans hosiery —WHAT NEXT? 

Well, there’s one thing sure. She 
is not going to go without shoes. It 
may bring in new problems in foot- 
wear, however. We have seen tinted 
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toe nails. We may eventually see 
better shaped feet on the beach. 
There is a move in that direction in 
the use of Baby Lasts and low heels. 
Size of the feet doesn’t mean very 
much to modern girls. The inside 
of shoes may need more attention— 
no raw edges, no sharp lines, no 
scratchy surfaces . . . because when 
you, go without stockings, you feel 
everything within the foot and with- 
in the shoe. 

Fortunate indeed to be in the 
shoe business because it is a MUST 
in the needs of men, women and 
children of a nation. 





EDUCATION for the job, in a prac- 
tical way, is the need of the hour. 
Timely, therefore, is the new edition 
of the Shoe and Leather Lexicon 
which gives to every new or old shoe 
man a refreshment of selling talk at 
the fitting stool—because the public 
does ask questions and should be 
answered authoritatively. 

One of the biggest buyers in the 
country wrote us: “This handy lit- 
tle volume has helped me answer 
a great many questions and still con- 
tinues an almost daily source of in- 
formation.” 

If a man who buys millions of 
pairs of shoes per year and who has 
been twenty years on top says that 
about the little book, then it cer- 


MK ME ANYTHING ! 


tainly has a place on the desk of 
every ambitious shoe man. 

It can be obtained from Boot 
AND SHOE REcoRDER headquarters. 
The price is 50c. per copy, prepaid. 


* - e 


JULIAN PRICE, of Greensboro, 
N. C., did not take the shirt off his 
back but he did take the shoes off his 
feet to give to a shabbily dressed 
down-and-outer. 

Always immaculately groomed, 
Mr. Price, the dignified president of 
a large insurance company, sur- 
prised the occupants of the office 
building where he works by walk- 
ing into a business meeting with his 
shoes off. He explained that he had 
been approached by a man in tat- 
tered footwear who asked for a pair 
of shoes. Mr. Price immediately 
gave him the pair he had on, and the 
stranger was apparently so sur- 
prised he forget to thank him. 


SHAKEDOWN reverberations! The 
Boot AND SHOE RecorRDER must 
have touched on a rather sore spot 
in the editorial of August 9th—THE 
SHAKEDOWN—because we have 
had a flow of letters that indicate 
that it has been a rather common 
habit and a little bit on the shady 
side of business practice, at least to 
the extent of favoring one customer 





DEPTH BOMBS 


—Once a business man breaks 
away from the “ethics code” he 
is, whether he realizes it or not, 
getting in over his depth. 


—And it's so easy to slip from one 
tricky practice to another that 
before long his depth develops 
into a critical case of “acute 
deptheria." 


Po es 


if 


—Some phases of the shoe business 
have got to be fumigated—and 
the sooner, the better. 


—Arthur D. Anderson says: “A lot 
of loose and lousy practices in 
merchandis'rg are going to be 
swept aside in the not distant 
future.” 

On every little bug 

Is another little bug, 

Right on his back to bite him 
And on that little bug 

ls another little bug 

And so on—ad infinitum. 


a 


President 





over hundreds of others. 

It’s a good thing that the prac- 
tices have come out into the light 
because the cure may be right here 
and now. Let’s just quote from 
some of the letters, and we won't 
give the names for obvious reasons 
—the principal one being that we 
would have to write to one and all 
asking for permission to publish. 
Here they are: 


* * * 


“| HAVE just had the pleasure of 
reading your editorial in the Re- 
CORDER of August 9th issue—and I 
wish to congratulate and thank you 
for the display of good, common 
sense that you have shown in writ- 
ing this article. How true it is— 
and every shoe manufacturer in the 
United States would do well to put 
a copy of this editorial THE 
SHAKEDOWN in the hands of his 


salesmen, although in many in- 
stances, it is not the salesmen’s fault 
if practices such as you speak of 
are applied. Very often it is the 
weak-kneed manufacturer who fails 
to vision the business relations that 
will exist between him and any con- 
cern with whom he is dealing on 
over-liberal terms. 

“Speaking about the shake-down, 
large retailers are quick to sense a 
weakness in any organization. To 
make money in any business it is 
necessary to have a_ well-defined 
policy of equity and live religiously 
to such a policy—delivering at all 
times the best product one can af- 
ford to for the price obtained, and 
if we do have anything to sell it will 





not be long until the retailer and 
consumer recognize the value of 
such an article.” 


* * os 
Hiawatha 

Then the little Hiawatha learned of 
all shoemakers’ secrets— 

How they cured and tanned their 
leather; how their lasts were 
formed and finished, 

How they cut their vamps and 
counters; how they planned de- 
signs and fashions, 

How they sewed, and tooled, and 
hammered; how they advertised 
their products, 

How their artists drew smart pic- 
tures! “Wow!” said little Hia- 
watha, 

“IT am now a clever salesman!” 
“Ewa-yea!” said Hiawatha! 


am * 


Then the little Hiawatha got a job 
in Simon’s shoe store, 

Got a very nice position fitting 
shoes to nervous ladies! 

But, alas, poor Hiawatha, though he 
knew a thousand details, 

Could not fathom human nature, 
did not know his fretful public! 

So the little Hiawatha quickly lost 
his poise and patience, 

Lost his job in Simon’s shoe store! 
“Ewa-yea.” said Hiawatha! 


J. Eow. Turrr. 
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“CONGRATULATIONS on your 
bold told editorial of Aug. 9. I am 
glad there is someone who is cham- 
pioning the elimination of what 
many people think is a legitimate 
“racket.’ 

“For many years it has been 
known among those who promote 
these rackets that there was no use 
in trying to put it over on our com- 
pany. It has always been my policy 
and belief that as a custodian of our 
advertising dollar, it is my obliga- 
tion to spend it where I honestly and 
sincerely believe it will bring returns 
in keeping with the expenditure. 


Every dollar that is spent in adver- 
tising should, in some way or an- 
other, bring back not only that dol- 
lar in the form of actual net profits, 
but a profit on that investment. If 
it doesn’t, it was misspent or it 
could have been a case of misjudg- 
ment. 

“Now, when there is a bit of eas- 
ing up in getting business, is an 
excellent chance to do away with 
many of those practices. To a cer- 
tain extent many of these hold-ups 
are similar to these rackets that 
have been operating in the large 
cities and which have been con- 
demned because they were merely 
hold-ups. I have reference to sell- 
ing protection. 


“You were speaking about the prestige 
that some retail establishments claim 
that they can give the manufacurer. We 
have been often approached on just such 
propositions. It’s been ‘thumbs down’ all 
along, and I understand that its influence 
is not half so great as one would be led 
to believe. About a year or so ago one of 
our salesmen ran across a competitive 
salesman attempting to sell a bill of 
goods in a small town. He was proudly 
displaying a full page ad appearing in 
both a Chicago and a St. Louis paper 
and was trying to impress this small 
town merchant with the fact that if a 
large store like the one in St. Louis and 
Chicago found it profitable to carry such 
a line, surely it was only a simple matter 
that he should follow in line with them 
because, after all, they were better 
judges than he was. Well, as the old say- 
ing goes, there are no more hick towns 
and no more country people to believe in 
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fairy stories, and this fellow, although a 
courtry merchant had a question ready, 
‘How much money did your company 
contribute towards placing that ad—I’ll 
bet they paid for every dollar of it, and 
if they'll run a full page ad in my home 
town paper I'll do the same thing—I'll 
buy some of your shoes.’ 


“You just can’t pull the wool over their 
eyes any more, and we know that it is a 
fact that the manufacturer paid for this 
ad simply to get the prestige he thought 
it would bring him because of the fact 
that his shoes were sold in his insti- 
tution.” 


EDMOND VENOR of Yenor & 
Son, 322 First Street, West Palm 
Beach, Florida, 81-year-old shoe- 
maker, was a recent visitor to Nas- 
sau and while there, with Mrs. 
Venor, was received by H.R.H. the 
Governor and the Duchess of Wind- 
sor at Government House. At the 
native Nassau market, Venor had 
found a material he wanted, that 
would make up into a new type 
sandal. So, while at Government 
House, he measured the Duchess’ 
feet for a pair of native cocoanut 
straw sandals. He also received an 
order from H.R.H. for a custom 
made pair of golf shoes. 


* ” ” 


“YOUR editorial in the issue of 
August 9th—THE SHAKE DOWN’ 
deserves the applause of everyone 
in the shoe manufacturing supply 
business. It is a courageous urticle, 



































with truth stemming right from the 
shoulder. 


“For too many years, shoe manu- 
facturers and retail stores with plen- 
ty of ‘upper crust’ have made a 
happy hunting ground of the sell- 
ing appropriations of supply houses 
and tanners. In the guise of coop- 
erative advertising, we who serve 
the better trade have been propo- 
sitioned for almost every kind and 
size of a financial contribution. 

“If suppliers would take the atti- 
tude that contributing to a custom- 
er’s so-called promotion is no differ- 
ent than chipping in to help pay the 


('M TAKING UP ACOLLECTION FOR ne / 
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cost of store sales help, or the main- 
tenance of a factory, this vicious 
practice of shake down for adver- 


tising could be abolished. 


“Suppose a retailer or manufac- 
turer asked one or more of his sup- 
pliers to give (not lend) $200 to a 
$1,000 to help pay his rent, would 
they hand it over? It would be 
pretty crusty, of course! 


“The advertising shake down is 
no different than asking someone 
to help pay the cost of your light- 
ing, rent, or sales costs.” 








“Mind if | hang this on your truck?” 





Long Range Planning Under Way to Pre- 

pare for Shock of Sudden Change from 

War to Peace-Time Economy—25 Billion 
Dollar Program of Public Works May Be Asked 
for to Serve as Unemployment Cushion. 


New Dealers are rolling up their sleeves 
to make America over after the war. Of 
course the shock troops of social and 
economic planning never have been de- 
mobilized, and long-range planning is by 
no means a new experience for them. 
But never during the past eight years 
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have fields been so fertile for New Deal 
theories to take root as they will be in 
the post-war era. 


* * * 


EvEN a top-soil thinker can see that 
industry will be emerging from the stupor 


of stringent government controls im- 
posed by a wartime economy, that the 
country will abound with excess plant 
capacity much of which will be in gov- 
ernment hands, that a dislocated and 
decentralized industry will be over-bur- 
dened with taxation and plagued with un- 
employment, and big business will be 
bigger and small business smaller. 


eo One 


ENTERPRISING Administration  stal- 
warts, however, are looking further than 
this. They visualize in- the post-war 
period the unfolding of a vast proving 
ground on which they can test untried 
doctrines which were temporarily put on 
ice when industrialists were recruited by 
Washington to mobilize for national de- 
fense. To pull the country out of a post- 
war slump, New Deal strategists are 
pondering the potentialities, quietly lay- 
ing their plans. 


* * * 


WHILE many New Dealers are maintain- 
ing a discreet silence on the subject, it 
is an open secret that they have been 
making eyes at the O’Mahoney proposal 
to subject business to a stringent licens- 
ing system. In line with this proposal is 
the idea nurtured by many Administra- 
tion planners that small business should 
be slowly but surely eliminated to make 
way for big business units. The theory 
behind the scheme, of course, is that large 
business units could be more easily con- 
trolled by the government. 


* * * 


OTHER ideas which have progressed 
further than the incubation stage include 
a $25,000,000.000 program of public 
works reserve being planned by the 
Federal Works Agency, the National 
Resources Planning Board’s formula for 
transferring a million employees from 
defense to peacetime production. and a 
$100,000 study of post-war employment 
undertaken by the Labor Department’s 
Bureau of Labor Statistics. 


* * * 


F EDERAL WORKS ADMINISTRATOR 
JOHN M. CARMODY, responding to a 
White House request that a national shelf 
of works projects be prepared for post- 
war use, has set his mimeograph ma- 
chines grinding out the results of a pre- 
liminary survey indicating that “a back- 
log of needed works and services to the 
extent of four or five billion dollars a 
year” will be needed when defense needs 
and economic conditions make their con- 
struction or operation feasible or desir- 


able. 


i ae 


THE National Resources Planning 

Board, now a branch of the executive 

office of the President, has embodied its 
[TURN TO PAGE 30. PLEASE] 
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Neat and dressy, to complement the new uniforms 
of the soldiers, is the new plain toe Blucher to be 
issued to the enlisted personnel. 


Reeorder First to Show New Army Shoe 


Here Are First Official Pictures of the New Low Army DRESS 
Shoe on Which Bids for 1,250,004 Pairs Have Just Been Issued 


—— Waa a Below: The sturdy single sole and 
THE Quartermaster Corps at Boston eS bell rabber heel give the seldle ¢@ 


has mailed to all interested shoe manu- im % lot more walking comfort than the 
facturers invitations to bid on 1,250,- : wy service shoes. 
004 pairs of the new-type army garri- 
son shoe on September 8. This shoe, 
to be made over lasts, 85,000 of which 
were recently purchased, is a distinct 
innovation inasmuch as it differs wide- 
ly in appearance from the Munson 
last used in the manufacture of service 
shoes. The new last is a rounded toe 
dress last of conventional type and the 
shoes to be made over it, with uppers 
of the same tan-colored retanned side 
leather as that used in service shoes, 
are oxfords—not high shoes as the 
service shoes are. 
Each manufacturer will bid on the 
total number of pairs which he feels Above: Special attention has been 
he can make without regard to widths y mare yt wen ey Fars Ost. 
or sizes, as has been the practice in vice shoe last, the NEW rounded-toe 


all previous bidding. pat Mer comfort for the a ¥ 
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The’ Editor’s 


Outlook 


Shoes on 


THIS is the time of the year for bringing the cart up 
to the horse. Millions of pairs of shoes have been 
made, filling the cart up with inventory; and now we 
live in high hopes that the horse will pull the load. The 
good old willing horse is the American public and if 
the goods are to be moved, the public has got to carry 
them away. Certainly, the merchant is prepared for the 
season and now it rests with the public as to where the 
goods are going and how soon. 

In defense centers shoes will move because the public 
has free spending money, but that doesn’t mean that all 
shoes will move—the old bats in the basement included. 
Shoes have got to be fresh and clean and in the stream 
of style and color to move off the shelf, across the 
fitting stool and into the public’s possession. 

Remember, there is no scarcity of shoes, nor shoe 
stores. There is no particular windfall bringing the 
public into the store in droves, willing to buy anything 
and everything in footwear. No, siree, shoes have got 
to be sold the hard way—a pair at a time, in the right 
style, in the right fitting and at the right price. The 
merchant who has a large inventory is face to face with 
the obligation of moving shoes so that he can pay his 
bills. 

So far we haven’t seen many sparks of imagination in 
retail promotion in the field of footwear. Vital, vigorous 
salesmanship is needed if shoes are to move in every 
store in the land—something to kindle desire in the 
public’s pocketbook. 

There are really two kinds of pocketbooks—one the 
“long pocketbook,” which contains commitments for 
automobiles, refrigerators, furniture and such. The 
down payment is just the beginning of the withdrawals. 
Something has been said about stopping the public 
from buying with the “long pocketbook,” but we have 
yet to-be shown the way for controlling installment pur- 
chases, particularly when financing organizations are 
loaded with money and eager for the large interest 
rates, carrying charges, etc. 

We, in shoes, are in what might be termed the “short 
pocketbook” field. The purchase of a pair of shoes is 
no particular burden for the fast-spending sector of our 
population. It comes out of the Saturday payroll. Per- 
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the Move 


sons who buy numbers of pairs of shoes do so because 
of the appeal of fashion, of pattern, of color. They are 
the salt that savors the business. Acceleration of the 
merchant’s promotion is therefore both timely and 
necessary if these cart loads of goods are to move. 

Speaking about salt, do you remember the mythical 
story of the sea captain who was presented with the 
magic Salt Churn. When he got to sea, he ordered the 
machine to grind. It did. Pretty soon the salt filled 
up every possible container and corner, but the captain 
had forgotten the magic sesame to cause it to stop 
grinding. When he and the crew were in peril of their 
lives, because of the superabundance of salt, he threw 
the machine far into the sea. There it is, to this very 
day, flavoring the sea and no one has found the word 
to stop it. 

Well, in a way, the same little story holds true of 
shoes. We have the machinery to make countless foot- 
wear. We make 400,000,000 pairs in a normal year 
and maybe 500,000,000 in this extraordinary year. 
There is no reason why we can’t make more and more 
ad infinitum. Only one thing retards the flow and that 
is the capacity of the consumer to absorb the shoes. 
There can be no general shortages of foot covering— 
machines have found the way to abundance. 


TELLING the public that it can’t buy automobiles and 
refrigerators doesn’t give them the idea that the sub- 
stitute is an abundance of footwear. It may buy a 
million other things. Who can tell? 

Shoes have got to be sold and people have got to be 
given the thrills and satisfactions of new shoes. Be- 
cause clothing is the major and shoes are the minor, the 
whole costume, in a way, has got to go together. So, to 
move shoes, you've got to know clothes and what moves 
them both—fashion. 

So you see, Fall opens—not with the customer break- 
ing down your store in a rush for your merchandise, 
but with you in the position of crying your wares in 
competition with everything else; and hoping that 
pocketbooks will be receptive to your goods. Your 
hosiery department may weaken—all the more reason 
for accelerating shoe selling. Now is the time. 





CAN TWO LIVE AS 


“WE wiped out a branch that was operating comfort- 
ably in the black, and consolidated all our activities in 
the one store,” explained one of the executives of San 
Francisco’s famous shoe store, Sommer & Kaufmann, 
“because our research convinced us that buying a pair 
of shoes is a premeditated act.” 

“Remember, a few years back, in the roaring twenties, 
how American business was hit by a craze for chain 
expansion. Two stores were automatically better than 
one, twenty better than two, in that proportion. Recently, 
we began wondering about that theory—at least for the 
shoe business. Some serious research made it clear to us 
that the casual customer, who picks up a pair of shoes 
while passing by, is a very rare bird. Instead, the bulk 
of our customers came to Sommer & Kaufmann’s be- 
cause they had made up their minds to buy a pair of 
shoes. Definitely, it was a premeditated act. 

“Both stores were doing a satisfactory business—but 
we had strong ground to suspect that the two stores, in- 
stead of doubling up business, merely split it up.” 
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CHEAPLY AS ONE? 


The store decided to make the big gamble. The result, 
five stories of shoes in one location, can be ranked among 
the half a dozen leading shoe stores of the nation. And 
in the first month following the merging of the two 
stores, the total volume of business has actually in- 
creased. 

“Naturally,” the executive continued, “our net profits 
should increase considerably. Maybe two can live as 
cheaply as one—but they can never turn in as much net 
profit.” 

However, from a long range view, Sommer & Kauf- 
mann believe the major benefit of the consolidation is 
that the combined stores can offer the customer a much 
more thorough service than they could before. 

The five floors have been remodeled and redecorated 
at a cost that climbs high into five figures. 

The business has been highly departmentized. Ten 
distinct shops cater to every type of customer. The 
co-ed shop is aimed at the girl who lives on a budget 
and leans rather heavily towards sports shoes—the slip- 
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mah: The Terrace Shop Accessory Bar, located to catch 


the customer coming and going, is Sommer & Kauf- 


mann’s answer to the problem of catching those slippery 


extra accessory dollars. 


per salon, with the atmosphere of a French boudoir, 
contains the largest assortment of leisure foot gear in 
the West—a romance shop, stocked for the average 
woman customer, probably is the backbone of the store’s 
business—an active sport shop, pointed at the girl who 
actually plays, and featuring skiing shoes in the Winter, 
beach sandals in the Spring, riding boots for the Fall, in 
fact they follow the sports calendar around the season, 
brings in business with a liberal margin of profit—a 
men’s shop, in the basement, finished like an old English 
tavern out of Dickens, gets the masculine shopper com- 
pletely away from feminine gee-gaws—while three sepa- 
rate shops, Dixie deb, junior, and boys’, take care of 
children from their first pair, right on through all the 
stages of pre-school and school days. But Sommer & 
Kaufmann’s pride and joy is their new terrace shop. 
Here is the store’s own description of the shop, quoting 
from an advertisement: 


“Here in the Terrace Shop, in a setting of nude, rose 
and blue, with appointments of beautifully polished natu- 
ral woods and white leather, and walls of a cloth-like 
surface texture from a new Nylon spray . . . you are 
completely transported from the noise and hurry of the 
city, overlooking a garden terrace. Here fashion-loving 
women may sit surrounded by the cool greeneries and 
fragrant blooms, and select from only the choicest, most 
significant of tomorrow-looking footwear.” 

“And,” as one visiting salesman said, “that ain’t kid- 
ding. There’s nothing to top it in my territory.” 

Probably the most novel feature of the new store is 
another terrace shop, a hat shop. Theory behind it is 
that the well-dressed woman should go beyond just 
matching shoes, bag, and gloves. Today her hat should 
also match. So why not get the hat when she buys her 
shoes. Results are not bad. Volume of sales so far, while 
not terrific, has been enough to keep the new department 
on the profit side of the ledger. Hats are a line packing a 
nice margin of profit. 

[TURN TO PAGE 28, PLEASE] 


When a Firm Like Sommer & Kaufmann, of San Francisco, Wipes Out 


a Profitable Branch to Consolidate All of Its Activities in One Store, 


That's News. In This Article, One of the Store's Merchandising Execu- 


tives Tells How His Organization Came to Question the Soundness of 


the Theory that if One Store is Good, More Stores Are Better. 
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Here customers buy shoes amid 

fragrant blooms. The terrace 

shop is a garden oasis in the 

middle of city pavements—-and 
it ‘sells shoes. 
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DINING and DANCING 
SHOES 
lor the 
FORMAL SEASON 


Companion pieces for Winter elegance. Top. Dramatic 
clog-soled sandal with thick peasant heel in black satin 
trimmed with gold kidskin and gold metallic chain mail on 
sole and vamp. Bottom. Same materials in a more con- 
servative pattern and treatment make an equally smart 
shoe for the less flamboyant taste. Both from Jerro Bros. 


« 








New note in this sophisticated dinner dress of mat- 

surfaced Ondaga, with peplum extending into long 

skirt drapery. Note deep neckline outlined in multi- 
color beading and full dolman sleeves. 


BIGGEST news in Fall evening shoes are the materials 
being used by leading manufacturers in medium to high 
price brackets. Six different materials, used alone or in 
a variety of combinations are shown in these photo- 
graphs. 

Newest of the novelty materials are Nylon and Vinyon. 
We show Nylon in a simple black sandal as one of three 
dinner shoes. Vinyon net, the other new synthetic of this 
season, is being very effectively used in mesh. 

Fast becoming a classic with certain. manufacturers, 
Vinylite, introduced a year ago, is available in some un- 
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There Will Be Plenty of Occasions for Women to Wear Party Slippers 


this Winter. The Younger Crowd Will Dance with the Forces at Camp 
and on Leave. The Older Women Will Attend Dinners and Benefit Balls. 
Come Six O'Clock, Change from Workaday Clothes Is in Order. 


by ELEANOR M. RUTLEDGE 


Fashion Editor 


usually lovely Fall models. Studded with multicolor 
jewels, as shown here, or even more colorful, trimmed 
with closely grouped sequins, these plastic shoes reflect 
the strong trend to luxury in Fall formal clothes. 
Take the perennial classic . . . kidskin and satin. Two 
very smart sandals shown here as companion pieces 
combine black satin with gold kid and gold chain mail. 
In another, narrow strips of a satin print, simulating 
brocade, are interwoven with gold kid. In the low-heeled 
wedge shown in the dinner shoe group, the new and 


infteresting combination is satin with faille. This 
new way of combining a shiny with a dull surface in 
two fabrics was featured in our Aug. 23 issue in the 
style story, “What Will She Buy in October?” An 
all-over black satin dinner sandal has a new look 
through the use of narrow strippings in the wide 
sabot strap as well as in the vamp. Tintable white 
satin, we need hardly add, is an important part of 
the Fall evening shoe story. As usual, it is com- 
bined with gold and silver kidskin also, this year, 
perhaps more than usual, with multicolor jewels, 
rhinestones and gold studdings. All of which adds 
to the interest of a season that promises much in 
social diversion, despite the nation’s primary con- 
cern with national defense. 


Three dinner shoes in interesting materials. Top left. All- 
over Nylon shoe, quiet and elegant, from Tupper. Top 
right. All-over satin sandal with interesting sabot type strap 
from Beker & Friedman. Below. New combination for the 
Fall season is this use of shiny and dull surfaced fabrics 
such as this combination of faille with satin. Low heels are 
very popular for dinner and evening sandals. From Tupper. 


Top. Graceful pump of Vinyon net trimmed with matching 
kidskin. From Newton Elkin. Middle, left. Vamp of inter- 
woven strips of satin and kidskin. The satin print simulates 
brocade. From Middletown. Middle, right. Silver mesh 
attractively combined with gold and silver kidskin. Note 
the lacing trimming on the vamp. From Beker & Fried- 
man. Bottom, left. Multicolor jewels stud this Vinylite 
pump. From Newton Elkin. Gold mesh trimmed with kid- 
skin makes this smartly simple sandal from Hannahson. 








North section of the new 
casual shoe section of the 
John Shillito Co. show- 
ing the rustic designed 
fixtures and _ furniture 
with the brightly-colored 
shingled roofing and 
matching upholstery and 


curtains. 


SPORTS AFOOT 
In New Casual Shoe Shop 


Gaiety and Casual Comfort Are the Keynotes 
of the New Sport and Casual Shoe Shep of the 
John Shillito Company, Cincinnati, Ohio, With 


Its Simple Rustic Decorations 


HARRY LASKY, shoe buyer, and George Davis, assis- 
tant shoe buyer, at the John Shillito Company in Cin- 
cinnati, are pleased with the success of their new Sport 
and Casual Shoe Shop, opened early this Spring. This 
is the only shoe shop in the Queen City devoted exclu- 
sively to sport and casual shoes. 

Adhering to the appropriate “American Way of Life” 
theme, the Shillito Sport and Casual Shoe Shop boasts 
furniture and walls of a rustic barn finish, with brightly 
colored plaid shingled-roofing and matching plaid up- 
holstery, cushions, backdrops, curtains, and hassocks 
of red, blue, green, white, and brown. 

The keynote of the shop is gaiety and casual comfort, 
and the effects are heightened by pleasing fluorescent 
lighting and wide-open-spaces roominess. The fluor- 
escently-lighted displays are changed and rearranged 
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South section of the new shop. Note the novel hassock 
fitting stools and the fluorescent-lighted display niches. 


daily, so that customers and salespeople alike will find 
the variety springy and stimulating. The shoes range in 
price from $3.95 to $8.95 (riding boots run to $14.95), 
and in heels from low, down-to-earth heels to the medium 
high heels of spectator pumps. But all of them are casual, 
comfortable, and sports-inviting. 

The Shillito is featuring a variety of sports lines in 
prices ranging from $3.95. They will follow through 
the seasons with special advertising and promotion and 
keep pace with the current demand for sports and casual 
footwear. 
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Today’s modes, light, smart, and trim on the foot 


— flexible and comfortable as well. 


Made The Dependable Way with UNISHANK 
INSOLES, rigid heel and shank support is com- 
bined with proper forepart flexibility. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


UNISHANK 
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Aucust college wear promotions, in addition to the 
Southern California liking for smooth leathers at this 
time of the year, gave a decided impetus to shinable 
leathers, both calf and kidskins. Medium priced suedes 
are selling downtown, but in less proportions than here- 
tofore. In the higher priced shoes, they have the first 
call, by far. 

This is a section of the country where shoe buyers 
are obliged to manufacture their own seasonal fashions 
and not depend upon changeable weather, so the prac- 
tice of confining sueded leathers to the more high style 
dress shoes is somewhat local. 

A good illustration of this difference between the 
material calls in different price groups may be found 
in the comment of P. D. Lehman, general shoe mer- 
chandiser at the J. W. Robinson Co. store: “In the 
third floor Shoe Salon, the biggest noise is from the 
‘Black Cherry’ promotion. Four styles are getting a 
very nice response from the college girls and the younger 
matrons. However, the August volume is on sueded 
leathers and reptiles, all bearing unmistakable ear- 
marks of the finer type shoemaking. Platforms and nail 
heads are still good, even though they are plentiful in 
the lesser priced groups. 

“In the College Shop, materials are mainly shinable 
leathers, with suedes a second choice. In both depart- 
ments nearly every shoe sale is augmented by a pair of 
saddle-stitched platform casuals.” 

A few operators are planning to give black patent a 
September or October tryout, doing so on the theory 
that in times like these, black patent always comes to 
the fore. Newest developments in elasticized leathers 
are making this material a “must” in nearly every type 
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Wilshire 
Boulevard 


And Broadway 


College Promotions Give Strong impetus te 

Smooth Leathers, but Suedes Have First Call 

in Higher Price Shoes—Alligator and Lizard in 
Demand, with Limited Supply. 


by HARRY R. TERHUNE 


of footwear, even to the very popular low heel welts. 

In colors black is first, of course, with the browns 
second. Blue was underbought by most stores in both 
suede and crushed kidskins. How long this blue call 
will last is somewhat problematical. 

All interest this Fall is centered on youthful looking 
shoes, with youthful low heels registering strong with 
all ages of purchasers. Women are buying Fall foot- 
wear that looks smart and youthful and are even fore- 
going sale offerings to buy new Fall shoes. This Paul 
Jesberg finding is echoed in all stores, it seems. 

Possibly this trend is due in part to the tremendous 
increase in buying power in Southern California. New 
money evidently is wanted to buy new shoes, so sale 
interest quickly waned. People definitely. wanted new 
shoes. A certain amount of consumer price coverage 
buying was noted here and there, particularly after the 
silk hosiery scare was broadcast in the newspapers. 
Some got the idea shoes would advance in price, so 
bought to protect themselves. However, important sales 
gains were made mainly through offering shoes the 
public desired to own. 

Pattern interest remains about the same, with a little 
undercurrent of closed toes noted in the high and 
medium price brackets. 

“Everybody wants what they can’t get, so alligator 
and lizards are selling remarkably well,” W. O. Mc- 
Cracken, of Wetherby-Kayser Co., observed. He added 
that the acceptance of smooth and polished leathers 
looks like the deal for Fall. 

“That’s right,” concurred Charles D. Cline. “Women 
are buying reptiles from an economic standpoint, be- 

[TURN TO PACE 23, PLEASE] 
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Wilshire Boulevard 
And Broadway 
[CONTINUED FROM PAGE 22] 


cause this leather wears so well. We 
encourage this, as here is one material 
which can not be worn everywhere. A 
great interest in smooth kidskins and 
calfskins is noted in addition to the 
call for dressy sueded leathers.” 

At The May Co. elasticized calf is 
showing remarkable interest, especially 
in the V pumps. Naturally black and 
brown suedes are selling best, Shoe 
Manager Paul Kirsh finds, with square 
toes and wall lasts in the smooth 
leathers of increasing interest. The 
May Co. promotion of Elm Leaf Green, 
worn with Golden Tobacco brown acces- 
sories, had a remarkable effect in stimu- 
lating shoe sales in this color. Nail 
heads on suedes, black, brown and 
green, are very good this Fall. Nail 
heads will carry right on through the 
Fall, especially in black for evening 


slippers. 


Gudés created a considerable amount 
of sale interest in their promotion of 
their copyrighted “Station Wagon” 
shoes. Material used is a soft grain 
“Chestnut Bridle” leather for both the 
shoes and the matching bags. Shoes 
come in ghillies, straps, pumps and step- 
ins, all leather heels from 14/8 to 18/8. 

All over alligators, ties, step-ins and 
pumps are most active at Innes, that is, 
next to the suedes, J. W. Fowler checks. 
V-throats are so well liked that win- 
dows are given over to this pattern, 
dramatizing the V—Victory theme. 

Novelties are receiving quite a play 
at Mandel’s. Leonard Mandel thinks 
well of the Irish Moss (green) and 
Kelly Green suede pumps they are fea- 
turing. A window full of plastics in all 
colors for afternoon in sling backs and 
sandals proved to be a great sales mak- 
ing promotion, one which -wi]l bear 
watching. Navy blues in suedes are 
considered a one time shot here, while 
the “R.A.F.” blue is considered to have 
a fairly long life. This is the biggest 


season the Mandel stores have ever ex- 
perienced for light airy open shoes, a 
trend the management feels will con- 
tinue right on through. 

Bullock’s are showing—and selling— 
real flat heeled Baby last shoes in all 
colors. Pumps in combinations of calf 
and syede are hitting well. Low heel 
pumps with hobnail heads are strongly 
displayed. A showing of fabric shoes 
with bags to match in open toes is 
creating a lot of “Ohs and Ahs” from 
prospective buyers. Elasticized calf is 
very strong. “Blues? They are always 


At Habberty’s, 90 per cent of the 
sales are open toe doeskins. This store 
caters almost entirely to the termed 
“dressy” trade. Black is closely fol- 
lowed by brown and blue, which are 
running neck and neck. There is not 
a great deal of action on smooth leath- 
ers here, but the management looks for 
their opening up strong about Septem- 
ber first. Mulberry wine doeskin is a 
high color which is taking well for Fall. 


This Ah GRIP Sofe:. .; 


protects the men in defense industries against slipping hazards 


nearly every 
ing industria] 


your community. 


THE ORIGINAL CORD-ON-END 
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TURED EXCLUSIVELY BY THE 


LIMA CORD SOLE AND HEEL COMPANY 


LIMA, OHIO 
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OTHER PEOPLE?’S 


Back-To-School 


A leading midwestern department 
store, at this time of the year, annual- 
ly stages an unusual fashion show to 
arouse interest in the back-to-college 
movement. What to wear and what 
not to wear in college life, all the way 
from shoes to hats, is demonstrated 
graphically on living models, giving a 
humorous touch and creating wide in- 
terest. The show dramatizes a day in 
the life of a co-ed, from the ring of 
the alarm clock, during which two 
girls tumble out of bed clad in paja- 
mas and follow through with correct 
clothes for classes, tea dates, dances 
and for study and lounging in the 
evening. 

W hat not to wear to classes is clever- 
ly pantomimed in one of the scenes 
by two girls in fussy afternoon frocks, 
spike heels, and veiled doll hats. They 


IDEAS 


by JOHN F. W. ANDERSON 


are escorted to footstools by the 
professor in charge of the classroom. 
Each phase of college life is staged in 
pantomime in appropriate settings. 
Not a bad way to arouse interest 
and buying in the collegiate group. 
~ * = 


Smart Fall Advertising Copy 


Burdine’s of Miami, in a recent full 
page newspaper ad, says: 

“LET FREEDOM RING!” 
And Enjoy Open-Toe Freedom in 
Closed-Toe Shoes From Your 
New Shoe World at Burdine’s 
Shoes for young feet that love LIFE 
and can’t stand still . . . for you who 
like the LIBERTY that squared-off 
toes bring to your feet . . . for you 
bent upon the PURSUIT OF HAP- 
PINESS. Soft suedes . . . fine calf- 
skins you'll keep as highly polished as 
your riding boots . . . in carefree, rug- 








Accent on a Smart Appearance 


ged new models you'll live in from 
dawn to dusk. Truly American free- 
dom for your feet . . . achieved by wall- 
ed lasts . . . in truly American types 
of shoes . . . brought to you by Bur- 
dine’s. 

LET FREEDOM RING! 

* * * 
The Winning Margin 
Shoes can be the “winning 
margin” in your appearance. 

These new John Wards com- 

plete the picture of the man 

who values quality and cor- 
rect good taste. 

The above sign in the John Ward 
Shoe Store, 42nd Street, New York 
City, introduces their new men’s shoes 
for Fall and stresses the fact (which 
some men forget) that a man is not 
“dressed” unless his shoes are in keep- 
ing with the rest of his costume. These 
appropriate words are illustrated by 
the miniature figure of a football play- 
er on a playing field kicking a foot- 
ball over the crossbars. 

* 7 * 


A New One 


One of the leading New York de- 
partment stores has developed a new 
and effective display idea in their 
women’s shoe department. 

A display rack stretching from 
waist high in a graceful curve from 
the front to eye level at the back is 
placed on the display tables in the 
front of the department. Each rack 
is divided into shallow compartments 
—a pair of shoes in each. Now used 
for play and beach shoes, it’s a dis- 
play that can’t be missed as you walk 
toward the department. 
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IDEA 


O. P. Ideator—‘*What’s this I hear that you have 
lifted your basement shoe department from a bargain 
spot to an accepted shoe-store-within-a-shoe-store, and 
doubled dollar volume at the same time. Is it pos- 
sible?” 


Basement Merchandiser C. F. Gerhardt —“It is. 
Seven years ago, we were featuring $2.98 and $3.98 
women’s shoes because we thought that that was what 
our basement trade demanded. Eighty per cent of 
our volume was done in these two brackets, with 
fifteen per cent in $1.98 shoes, and a scant five per 
cent on the few $5 numbers we were bold enough to 
carry in stock.” 


O. P. Ideator—*‘And then what happened?” 


Mr. Gerhardt—“Today, our big seller is the $6.95, 
a nationally known and advertised shoe, rarely found 
in downstairs stores. We ‘neon’ this line in the de- 
partment and plug for the name shoe at all times. We 
are doing better than sixty per cent of our selling 
in this one price line, with around thirty per cent in 
the $3.98, and ten per cent for such miscellaneous 
items as slippers, rubbers, galoshes.” 


O. P. Ideator—“Tell us more!” 


Mr. Gerhardt—“We build traffic by a once-a-month 
one-day event, coincident with Younker’s Dollar Day, 
during which we feature tables of merchandise to re- 
tail at $1 a pair. These are ‘jobs’ we buy for the 
purpose. We hire extra boys to pick up shoes that 
are swept to the floor in the rush. Any carry-overs 
are ‘cached’ until the next monthly ‘rout.’ . . .” 


O. P. Ideator—“Do you have any connection with 
the store’s regular shoe department?” 


CUSTOMERS WILL BUY BETTER GRADE SHOES 
(Younker Bros. Department Store, Des Moines, lowa) 


Mr. Gerhardt—“Our buyer shops the end-of-season 
shoes from the third floor shoe department. His offer 
is one price—around fifty per cent of what he can 
sell them for at retail. We buy these shoes as we 
sell them. If a second markdown is required in retail 
price, we mark down the buying price, thus paying 
after sale. Every pair is boxed or tabled, well marked. 
They afe always tops—no fills-ins—no jobs. Our de- 
partment salespeople and the public know them as 
‘Inventory Shoes.” Our girls get a heavy traffic by 
telephoning the bargain-minded that these ‘will go on 
sale on such-a-day. 

“Dependability of our feature $6.95 shoe has won 
us a big slice in volume from a persistent mail order 
campaign in our territory. Our card file on these is 
kept up-to-the-minute. Another bracket of trade is 
a contented clientele in corrective shoes—handled in 
our basement department by a shoe specialist.” 


O. P. Ideator—“Do you enter the style picture?” 


Mr. Gerhardt—“Style shoes we always carry, but 
not freak styles. Protection of inventory, as for in- 
stance on whites, is a policy with us. We do not run 
out during the white season. Novelty colors are dif- 
ferent—they are fed in with light small orders.” 


O. P. Ideator—“Can you name any basic funda- 
mentals for the success of your department?” 


Mr. Gerhardt—“To establish a good basement shoe 
department means to give the best possible merchan- 
dise for the money. It means to climb above the dog- 
eat-dog competition of chain merchandising. It means 
a heavy dollar inventory, increased pairage, better 
shoes, and the best fast-stepping salesgirls you can 
find. These policies have eliminated what used to be 
our Waterloo—the refund, exchange, approval racket. 








Envelope Advertising 


An electric company has tested out 
advertising a product on envelopes 
and finds that the plan pays well. 
Each month when customers receive 
the monthly statements they find on 
the back of the envelope an illustrated 
advertisement about some appliance. 
Copy is changed from. month to 
month. The flap carries the display 
and below it is the cut and copy. 

This company has experimented 
with many kinds of invoice advertis- 
ing and finds envelopes the best pro- 
ducers.—Inland Printer. 

Envelopes can be more than just 
a means of carrying your mailing 
piece to your customers. The customer 
forms his first impression from the 
envelope. Envelopes should tease! 
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A Good Idea 


FORMERLY—The three foot wide 
space between the elevators in a large 
department store had been left vacant 
except for an occasional special event 
sign for fear that a large display 
would interfere with elevator traffic. 

NOW—Following the suggestion of 
the shoe buyer, this space is taken up 
with small display stands—tables, 
shelves, racks. 

RESULTS—An ideal spot to dis- 
play shoes on each floor of the store. 
Gives the customers something to look 
at while waiting for the elevator. 


Sales result. 
* * * 


Fifty-Two Weeks 


Shoe stores are open fifty-two weeks 
of the year, customers will buy fifty- 


two weeks of the year, éxpenses go on 
fifty-two weeks of the year, salesmen 
are employed fifty-two weeks of the 
year so why not promote the retail 
shoe business to the fullest every 
week of the year? As for example. 
some shoe stores make it a practice of 
going all out on advertising during 
certain seasons of the year, partly on 
the theory that they can only afford 
large ads a couple of times of the 
year and partly on the theory that 
they need a big ad to be seen and to 
compete with department store ads. 
Would it not be more profitable to 
run a small ad once a week, well ar- 
ranged, with stand out copy, in a reg- 
ular place in the paper offering sure 
sell price and style specials to induce 
regular and bargain customers to 
trade more often? 
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P. B. Martin, Sr., left, and his son, P. B. Martin, Jr., in 
his uniform as a corporal in the National Guard. 


P. B. Martin Shoe Company in Fresno, California, is a Father 


and Son Business Specializing in the Retailing of Boots 


FORTY-ONE years in the shoe business is the record 
of P. B. Martin Shoe Company, Fresno, Cal., the past 
24 years as retail specialists of boots of all kinds. A 
stock of men’s sport and dress shoes rounds out the 
business. 

At the head of the firm is P. B. Martin, Sr. He is 
assisted by his son, P. B. Martin, Jr., who got his first 
experience in selling shoes while still at school. In 1937 
he entered the business with his father who was moving 
into a new store, and remained for three years. A mem- 
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ber of the National Guard, he was called in March of 
this year, and is now stationed at Camp San Luis, San 
Luis Obispo, Cal., where he is a corporal in the Anti- 
Tank Company, 185th Infantry. After his service, he 
intends to resume his position as assistant manager of 
P. B. Martin Shoe Company. 

Both Martins are constant readers of Boot AND SHOE 
Recorver, and both say that they have gained an in- 
sight into the industry through their study of the 
RECORDER. 


Boot and Shoe Recorder 
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Argentine Sponsors 
New Trade Corporation 


Due to a regrettable error, the head- 
ing, “U. S. Finances Argentine Trade 
Corporation,” appeared over a news 
item in the August 23 Boor AND SHOE 
RECORDER about the government-spon- 
sored organization of that name which 
opened offices August 14 at 610 Fifth 
Avenue, New York. 

As a matter of fact, the corporation. 
which has for its object the seeking of 
wider markets in the United States 
for non-competitive raw and finished 
products of the Argentine, is sponsored 
and financed by the Argentine govern- 
ment and not by the government of the 
United States. The RECORDER regrets 
that the unfortunate error appeared in 
its headline. 


Retail Sales Show Bigger 
Increase in 1941 


BLOOMINGTON, IND.—Although show- 
ing a monthly decrease for the third 
time in the first six months of 1941, 
compared with similar months of 1940, 
the retail sales total for the indepen- 
dent shoe stores in Indiana showed a 
per cent of increase for the first half 
of 1941 over 1940 more than six times 
greater than that for the first half of 
1940 over a similar period in 1939. 
While the 1940 first six months showed 
an increase of only 2 per cent over a 
similar time in 1939, the first half of 
1941 showed an increase of 13 per cent 
over the retail sales total in 1940. 

A comparative chart of the monthly 
increases or decreases for the two 
years over the previous year for each 
is as follows: 

1940—January, 5.7 per cent de- 
crease; 1941, 22 per cent increase; Feb- 
ruary, 3.1 per cent decrease; 1941, 2 
per cent decrease; March, 6.4 per cent 
increase; 1941, 10 per cent decrease; 
April, 17.6 per cent decrease; 1941, 49 
per cent increase; May, 3.5 per cent 
decrease; 1941, 31 per cent increase; 
June;-14.6 per cent increase; 1941, 7 
per cent decrease. 

These figures are based on those re- 
leased by Indiana Business Review, 
published by Indiana University. 


Increased Industrial Activity 


MILWAUKEE, Wis. — Industrial ac- 
tivity in June increased for the twelfth 
consecutive month in Wisconsin, accord- 
ing to the state industrial commission. 
According to the commission, factory 
jobs totaled 110,100 in June in the Mil- 
waukee metropolitan area, a gain of 
2,600 over the previous month and a 
jump of 26,300 over June of 1940. Pay- 
rolls in June ran to $3,708,000 weekly 
or $139,000 more tha: in May and $1,- 
310,000 above June of last year. In- 
dications are that the improvement will 
continue for some time to come, much 
to the satisfaction of shoe merchants 
who report their business is keeping 
pace w.ith these rising indices. 
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OFFER YOUR CUSTOMERS THE 
Outstanding ye 


IN SHOE CONSTRUCTION 


The marvelous, finger-pressure 
flexibility of Hanan Hurdlers, 
is today’s outstanding achieve- 
ment in shoe construction .. . 


Hurdler construction is patented. It enables you 
to bend Hanan Hurdler Shoes like a willow twig. 
It assures ease indescribable for feet in action or 


repose o* 


. The favored Hanan Hurdler illustrated 


is made of choice leathers: Albion Grain Calf 


(No. 2013): 


Tan Alpine (No. 2012); Black Alpine 


(No. 2212). This seamless, all-kid-lined, double 
welt oxford, a combination of distinguished style 


Three Generations 
of 
Shoecraft Mastery 


HANAN & SON, ING. 


and refreshing pliancy, is one of many new Hanan 
styles which will bring you the lion’s share of 
a rapidly expanding, want-the-best man-market. 


671 N. SANGAMON &T., 





Fall Styles at 
Shillito Sports Shop 

CINCINNATI, OHI0O—A tri-fold atmos- 
phere prevails at Shillito’s Sports and 
Casual Shoe Shop this Fall. Several 
displays simulate a country fair and a 
college campus, while an old-fashioned 
setting is suggested by antiqued styles. 

A complete stock of merchandise 
ranges from Mountie leather boots and 
Mademoiselle booties in red and white 
rubber, to gay California Joyce play- 
shoes :—the “Mexicoolee” in jewel-toned 
suedes; the “Sulky” in Guernsey, coun- 
try-fair cow colors; and the vivid-hued 


“Bucklers” with bags to match. Also 
featured are “Hill and Dale” antique 
leather calf shoes with welt soles; cas- 
ual “Happy Go Lovely Sport Shoes” 
in genuine lizard and alligator skins of 
red antique leather, green, beige an- 
tique, black, and brown; and Spalding 
Indian Moccasins which wear the eye- 
catching name of “Miss Chief.” 

The airy multi-colored playshoes that 
enjoyed such a successful Summer at 
Shillito’s Sports and Casual Shoe Shop 
are making a glorious comeback. In 
fact, gay, brightly-colored footwear is 
performing a genuine function in coun- 
tering the dull, somber tones of war. 





CHICAGO, ILLINOIS 





Perpetual Record Keeps Shoe Stocks Clean 


[CONTINUED FROM PAGE 17] 


The large Cohen building is sur- 
rounded by windows, covering more 
than three city blocks, and the shoe 
department has a large window display 
space at all times. The department car- 
ries sizes from 3 to 12 in staple shoes 
and goes as high as 11% and 12 in some 
style shoes. 

Manager Brown maintains a com- 
plete mailing list for the men’s, women’s 
and children’s departments. A perma- 
nent record is kept along with the ad- 
dress of every person making a pur- 
chase. 

A perpetual stock and purchasing 
record is up to date at all times. It in- 
cludes the date of order, received, con- 
struction of shoe, cost and retail price, 
last, pattern, stock number, type, heel, 
materials, discount, how shipped, color, 
season, original pairs ordered and 
whether make up or stock shoes. 

Returns are kept to a minimum by 
posting a monthly record for clerks 
showing net sales and returns. Sales- 
people are continuously trying to keep 
at the top of that list with the least 
number of returns. 

The perpetual stock and purchasing 
record is given unusual praise. Six- 
month breakdowns easily made, is 
one of many features. Then too, at any 
time it is simple to find how many pairs 
from each manufacturer have been sold 
and how many left on hand. 

There are two big sales annually. 
One is the Blue Ribbon Sale every May, 
and the other is the Anniversary Sale 
each Fall. Both are always very suc- 
cessful. 

Cohen’s shoe department pushes its 
novelty shoe line through coordination 
of the other departments such as bags, 
ready-to-wear, etc. “White elephants” 
are transferred to the downstairs store 
in order to eliminate sales on the main 
floor at a price lower than the main 
floor’s minimum. 

Salespeople get the lead to selling 
polishes and other such needs by sug- 
gesting the proper polish at the time 
sale is completed. 

The women’s department does an ex- 
ceptionally good special order business. 
In addition to small and large sizes this 
includes mismated shoes and shoes for 
cripples. 

Regular weekly staff meetings are 
conducted as a help toward keeping the 
salespeople sold on the various lines 
and posted on shoe trends and styles. 
When shoes are purchased for late de- 
livery samples are always made at once 
so that clerks may familiarize them- 
selves with the particular models. 

Brown is a firm believer in PM shoes, 
and points out that he had rather put a 
50c. or $1 PM on a shoe than to let it 
lag at the regular price. 

All fitting for regular shoes is gov- 
erned by the Brannock Shoe Device for 
men, women, and children. An X-ray 
machine is permanent equipment in the 
store. 
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Assistant manager of Cohen’s main 
shoe department is Ed L. Mickler, who 
has spent the past 15 years fitting shoes. 
He is a graduate of Orthopedic Insti- 
tute as well as several other schools. 
During his career he has been a mana- 
ger, buyer, fitter, but now devotes a 
majority of his time to health shoes. 
He is a recognized style man. 

Cohen’s depends for its advertising 
almost entirely on newspaper advertis- 
ing and direct mail for this phase of 
operation. 

Shoes in the downstairs store are 
priced to $5 and in the main depart- 
ment from $5 up. 

It is the policy of the manager to 
greet every customer possible upon her 
entrance and see that she is properly 
seated and served as quickly as possible. 
The manager also thanks every cus- 
tomer by name as she leaves the depart- 
ment. Some names are secured from 
the sales check. Every sales check must 
be given an OK by the manager or 
assistant manager. 

The manager attends annual shows 
in Boston, New York and Chicago. 


Can Two Live as 
Cheaply as One? 


[CONTINUED FROM PAGE 15] 


Sommer & Kaufmann have always 
found it profitable to push its acces- 
sories hard. It was one of the first shops 
in the nation to install an accessory bar 
—and today every department in the 
store has its own accessory bar. 

“Tt’s the only answer to the problem 
of really selling accessory in a large 
store—or small either, for that matter,” 
one buyer declared. “Locate your ac- 
cessory bar where it can’t be dodged 
when the customer is making her exit. 
No reason for it to take up much floor 
space, it can be very compact. The 
saleswoman then gets two chances to 
push the sale of accessories without 
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“Business has improved 100% since | hired 


being too intruding. Once when she is 
selling the shoes—and once as she 
walks to the exit with her customer. 
You would be surprised how many cus- 
tomers shake their heads when you sug- 
gest a bag, gloves, or stockings—and 
buy all the same when you suddenly dis- 
cover THE exact bag for them on the 
accessory bar.” 

Probably no shoe store in the United 
States has made more of a feature of 
research into its customers’ buying 
habits than this San Francisco organi- 
zation. Over a number of years a series 
of surveys, checked against actual re- 
sults in the store, has convinced them 
that the shoe customer is a very dif- 
ferent animal from the rug customer or 
the fur coat customer, or any other 
brand of customer—even if they are the 
same person. 

“In fact,” said one buyer, “I some- 
times think that selling shoes has more 
in common with selling beauty parlor 
service, or even medical care, than it 
has with the average forms of retailing. 
Customers may come into your store to 
buy shoes—but they only return to your 
store if you sell them foot comfort. 

“That,” he continued, “in my opinion 
is the real reason why the consolidation 
of the two stores hardly tossed a ripple 
into our business. For a good many 
generations this store has really been 
selling foot comfort. If we had been 
selling just style, or price, we might 
have lost a substantial slice of our busi- 
ness because a lot of people buy style 
and price out of a window—any handy 
window—but people know you can’t buy 
foot comfort in a window. 

“Do I think consolidation of stores 
and wiping out of branches is going to 
be the’ trend throughout the country? 
It all depends on conditions—and loca- 
tion. Take Los Angeles, for example. 
People there are neighborhood shop- 
pers. They will buy their shoes down- 
town, Beverly Hills, Hollywood, the 
Wilshire—and no one store, however 
good, could hope to pull trade away 
from all those districts. Another type 
of store, the cut rater, with every ac- 
cent on price, undoubtedly does best by 
shoving a branch under the greatest 
possible number of noses. 

“But I do think that stores in cities 
like San Francisco, where customers 
have the downtown shopping habit— 
especially stores that sell foot comfort 
—and have built their business on the 
regular customer—should seriously con- 
sider the arguments for putting all their 
eggs in one basket. I think it is one way 
of hatching better profits.” 


Shoe Salon Remodeled 


Cuicaco, Itu.—The fifth-floor shoe 
salon of Marshall Field & Co. has re- 
cently been remodeled and redecorated. 
New carpeting and new furnishings 
were installed carrying out a color 
scheme of beige and two shades of 
green. New settees and chairs in two 
shades of green upholstery were in- 
stalled. 
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Retailers Report 
Increase in Shoe Sales 


PAWTUCKET, R. I.—Marked increase 
in shoe store sales is noted in the re- 
port of practically ail retailers in this 
city, with defense dollars given as the 
major contributing factor. 

Maurice E. Markoff, Economy Shoe 
Store, states that business for April, 
May and June of the current year is 
approximately 40 per cent ahead of the 
same months in 1940. With increased 
business, Mr. Markoff started a pro- 
gram of store improvement, beginnoing 
with the installation last year of fluor- 
escent lighting. He has 386 tubes in 
the store and 10 tubes in the front win- 
dows. In addition to giving consider- 
ably better light, Mr. Markoff states 
that the saving in current is paying for 
this installation. He has also installed 
new floor coverings and has new chairs 
coming in the near future. 

Charles Shoolman, Marvel Shoe 
Store, reports business to date 20 per 
cent better than for last year. He is 
selling better quality, and finds cus- 
tomers emphasize price much less than 
formerly. 

Benjamin Yaffe, Dunbar Shoe Store, 
reports an increase of 15 per cent with 
a considerable increase in better quality 
sales. Shartenberg’s reports an in- 
crease in business with greater activity 
in the $4 and $6 lines. The size of this 
department was doubled several months 
ago, when increased business made it 
necessary. 

Irving M. Finklestein, manager of 
the shoe department at New York Lace 
Store, reports business considerably 
better, with people buying several pairs 
of shoes rather than one. 

James Moran, proprietor of Jim 
Moran’s Shoe Store, reports an increase 
in business of about 15 per cent. This 
store specializes in quality shoes sell- 
ing at $5 and up. With increased em- 
ployment in this area and with more 
money in circulation, Mr. Moran finds 
that he is getting many new customers, 
people who previously have been buy- 
ing cheaper shoes and who are now 
switching to better price lines. 


Factory Employees Make 
USO Donation 


NEWMARKET, N. H.—The USO re- 
ceived over $180 as a result of a raffle 
held among the employees of the Sam 
Smith Shoe Corp., here, at their second 
annual outing, recently. This amount 
equals almost half of the entire quota 
set for the town of Newmarket. Held 
this year at Sunset Lake, Hampstead, 
N. H.,-the drawing for a $25 defense 
bond donated by Sam Smith. president 
of the firm, was the feature of the day’s 
festivities. The bond was won by 
Paul Labranche; 181 employees were 
present. 

After a morning of track and swim- 
ming events for both men and women, 
a turkey dinner’ was served. Dancing 
and entertainment were part of the 
day’s festivities. 


August 30, 1941 


In the afternoon between dances, Mr. 
Smith showed movies of last year’s out- 
ing, and the silver popularity cup was 
awarded to Mrs. John Pohopek with 
Lean Stevens as runner-up. 

The committee, in addition to Leo La- 
branche, included Earl Mitchell, Grace 
Lewis, John Pohopek, Kay Biscup, Julia 
Wojayla, Stella Homiak. 


To Open Enlarged 
Shoe Department 


SEATTLE, WasH.— Harry Perkins, 
who formerly had a 5th Avenue shoe 
shop of his own, is preparing, as head 
of the shoe department of Best’s Ap- 
parel, women’s apparel store, to have 
a larger shoe setup. The building at 5th 
Avenue and Westlake has heen en- 
larged and is now receiving its finish- 
ing touches. Mr. Perkins plans early 
opening of an attractive new shoe de- 
partment after the tail-end Summer 
clearance now under way. 


Feature Complete Shoe Stock 


SEATTLE, WASH.—Featured as having 
the “largest and most complete men’s 
shoe stock in the Northwest,” Nord- 
strom’s, with two Seattle stores, re- 
ported an inventory of 10,951 pairs in 
110 different styles of nationally adver- 
tised men’s shoes. 


Store to Include 


Shoe Department 


EVANSTON, ILL.—A new shoe depart- 
ment will be part of the new Blum’s, 
Inc., store to open here shortly. This 
new department will feature, in addi- 
tion to the regular $10.75 and $12.75 
shoes, a new price range of Blum Debs 
to be sold at $8.85. 


Shoe Store Plans Move 


HARLAN, IowA—Bauer’s Shoe Store, 
located for the past 15 years in a build- 
ing on the East side of the Square, are 
holding a $10,000 removal sale prepara- 
tory to moving into another building in 
a nearby location, as the building in 
which they have been located has been 
sold. Mr. Bauer plans to remodel, re- 
decorate and install a new front at the 
new location before moving. 


Donate Day’s Receipts 
To Britain 


TORONTO, ONT.—Some of the boot 
and shoe repair firms in this city an- 
nounce a most generous wartime 
patriotic gesture. They are setting 
aside one complete day when all of 
their receipts, from time of opening in 
the morning to the hour of closing bus- 
iness in the evening, will be contributed 
to the fund established in this city to 
aid the victims of air raids over the 
British Isles. 











Mr. J. L. Phillips 
of the 


HEALTH SPOT SHOE SHOP 
201 Stanwix 
Pittsburgh 


When Mr. Phillips went into 
the Health Spot Shoe Shop in 
Pittsburgh, he was well forti- 
fied with knowledge gained 
from his retail and road selling 
experience. 


This, coupled with his ability 
to make an effective presenta- 
tion, is largely responsible for 
the good job he is doing. 


The sales in this store have 
reached a new high, and this 
means bigger profits and a 
bigger income for Mr. Phillips. 


MEN WANTED 


There are many men between 
40 and 55 years of age, rich in 
experience, who find in the 
Health Spot Shoe Shop plan 
the one thing they have always 
hoped for — an opportunity to 
more or less work for them- 
selves. 


The growing demand for foot 
comfort and Health Spot Shoes 
offers new and greater oppor- 
tunities. You are limited only 
by your ability. 

No investment is required. Re- 
muneration is based on a regu- 


lar salary PLUS a liberal share 
of the profits. 


New shops are being opened 
continually. There may be one 
in your locality. Send for an 
application blank today! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE ILLINOIS 














$5.00 PRIZE-WINNING 


Pet Peeves 


OF SHOE SALESMEN 


Submitted by: MR. EDWARD ROSE 


Lord Shoe Store... 


Danielson, Connecticut 


J. The mother and teen-age daughter who start a real female fight, 
because ma wants daughter to get practical shoes, but daughter 
wants something with oomph!!!!**!! 


2. Peace reigns in the family and a sale is rescued when I start 
talking Scuffless “‘Pyraheel.”” Daughter loves them, because they 
add lasting good-looks to the shoe—and mother is willing to settle 
for extra oomph, because ““Pyraheel”’ makes the shoes so practical! 


You can avoid complaints by specifying 
Du Pont Scuffiess “Pyraheel” plastic heel 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra — 
and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your nezt order. 





HOW TO WIN $5.00 


Shoe Salesmen —Send in your “Pet 
Peeves“ like the two above. For every 
set used, Dy Pont will pay you $5.00. 
In case identical “peeves “‘ are submit- 
ted by more than one person, the $5.00 
will be paid for the pair received first. 
E. 1. du Pont de Nemours & Co. (Inc.), 
Plastics int, Arlington, N. J. 











Washington News Reel 
[CONTINUED FROM PAGE 12] 


latest plans on the subject of post-war 
planning in a booklet, “After Defense— 
What?” Setting forth its formula for 
full employment, security, and up- 
building the country, the board talks in 


| terms of “balancing our national pro- 


duction-consumption budget at a high 
level with full employment, not at a low 
level with mass unemployment.” The 
agency suggests that this can be done 
without sacrificing present labor stand- 
ards if in decentralizing post-defense 
emergency activities the country utilizes 
to the utmost when the board calls “our 
system of modified free enterprise.” 


Labor Department economists, in 
seeking a method for retaining full em- 
ployment after the war boom, already 
have launched initial studies under the 
direction of Donald Davenport, former 
economics instructor at Harvard Uni- 
versity. Their effort is aimed at de- 


| termining the kind and the extent to 


which employment will disappear when 


the production of war material returns 
| to a low level. 
| fortified with a $100,000 appropriation, 
| hope to trace the transition from a 
| period of full employment when an esti- 


Some 30-odd experts, 


mated 3,300,000 new jobs will have been 
created down through the post-war era. 


| “Quick Change” Backgrounds 
| Aid in Display 


DENVER, CoL.—Color has a decided 
influence upon the merchandising of 
all types of shoes, according to Leo 
O’Brien, women’s footwear buyer for 


| the Joslin Dry Goods Company, here, 


but incorrectly handled it can harm 


| sales instead of aiding them. 


Mr. O’Brien has made a thorough 
study of the use of color in presenting 
various styles throughout each season 


| of the year, and has come to the con- 
| clusion that incorrect use of colors can 
| slow up sales in many ways. 


For ex- 


ample, the popular natural-leather 


| shades of today are at a considerable 
| disadvantage when shown against red, 


orange, tan, or similarly bright colored 
backgrounds. It takes grey, black, deep 
brown, or even purple to make an ef- 
fective showing of this leather, the 
buyer believes. The same is true of 
suede, play shoes, and patent leather 
in different colors. 

Mr. O’Brien has solved the problem 
in a 15-foot display fixture containing 
three shelves, which is used for most 
of Joslin’s visual presentafion of new 
styles. Colorful cardboard backgrounds 
which can be easily removed or in- 
serted are used. The case now has a 
stock of 15 different colored sheets of 
cardboard, which are placed on the 


| floor of each shelf, and in the back as 


needed. In this way. the correct color 
is always there for the shoe being pro- 
moted. 
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Most Shoes Exempt from Wool Labeling Act 





Important Gabardine Ruling Handed Down by Federal Trade 
Commission in Answer to Petition Filed by National 
Boot and Shoe Manufacturers Association 


New York—The National Boot and 
Shoe Manufacturers Association re- 
ceived a decision on Monday of this 
week from the Federal Trade Commis- 
sion, in response to the formal peti- 
tion filed by the association, regarding 
exempting shoes from the provisions of 
the Wool Products Labeling Act, under 
Section 4(d) of the act. 

The Federal Trade Commission ruled 
that “the commission will not under- 
take to require marking under the act 
of so-called gabardine shoes in which 
the gabardine or other material con- 
taining woolen fiber covers not more 
than one third of the outer area of 
the shoe above the sole and heel or 
where it is present only as decorative 
material, piping, edging, or as elas- 
ticized gore, and in marketing such 
product no deception is practiced or 
representation made as to the woolen 
fiber content.” 

Commenting on the decision of the 
FTC, J. O. Ball, president of the Na- 
tional Boot and Shoe Manufacturers 
Association, said: 

“As the commission has on several 
occasions asked for additional informa- 
tion on technical manufacturing prob- 
lems in connection with shoes, since the 
filing of our petition and we have had 
several conferences with the commis- 
sion, we have been confident that the 
commission was giving careful con- 
sideration to our petition for exemption 
of shoes from the provisions of the act. 

“There have been many conflictin~ 
interpretations of the act by inexperi- 
enced laymen,” said Mr. Ball, “which 
resulted in considerable confusion 
among shoe manufacturers and shoe re- 
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tailers. However, our association, after 
employment of outside counsel in addi- 
tion to our own legal staff, has continu- 
ed to advise members that, in our opin- 
ion, both from a legal and practical 
[TURN TO PAGE 32, PLEASE] 





Dates to Remember 


Official Opening of American 
Leathers for Spring, 1942, Tan- 
ners’ Council of America, and 
N.S.R.A. Style Conference, Wal- 
dorf-Astoria Hotel, New York. 

September 15, 16, 1941 

Monthly Shoe Show Shoe Travelers 
Association of Chicago, Hotel 
Morrison, Chicago, III. 

September 29, 30, 1941 

Introduction of Spring Footwear 
Fashions of St. Louis Shoe Man- 
ufacturers Association, H ote! 
Commodore, New York. 

October 26, 27, 28, 29, 1941 

Shoe Manufacturers’ Spring Open- 
ing, Hotel New Yorker, New 
York. October 26, 27, 28, 29, 1941 


Annual Fall Frolic Boot and Shoe 
Travelers Association of New 
York, Hotel Roosevelt, New 
York City, Tuesday Evening. 

October 28, 1941 

Boston Shoe Fair, New England 
Shoe & Leather Association, 
Hotels Statler and Parker House, 
Boston, Mass. 

December 1, 2, 3, 4, 1941 

Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Ill. 

January 3, 4, 1942 

NATIONAL SHOE FAIR, Hotel 
Stevens, Chicago, III. 

January 5, 6, 7, 8, 1942 
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Additional Bids for Army 
Needs Announced 


Boston, Mass.—In addition to the 
bid opening on 1,250,004 pairs of new- 
type Army garrison shoes on Septem- 
ber 8, as noted elsewhere in this issue, 
the following bid invitations have been 
issued by the local Quartermaster 
Depot: 

August 26—25,000 pairs of rubber 
knee boots; 5,000,000 pairs of 40-inch 
brown cotton laces for Army service 
shoes; 535,000 pairs of 40-inch brown 
cotton laces (Type III) for use in the 
Army leather boots with legging tops. 

September 9—61,973 pairs of all-rub- 
ber arctic overshoes for the Civilian 
Conservation Corps. 

September 10—20,000 pairs of leather 
logger boots, without calks, also for 
the Civilian Conservation Corps. 

Awards to be announced soon will in- 
clude one lot of 63,012 pairs of all-rub- 
ber overshoes for the regular Army. 
These are medium weight of black rub- 
ber, 13 inches high and fastened with 
five buckles. Also to be awarded are 
contracts to make 5000 pairs of rubber 
knee-length boots for the regular Army. 


Florsheim Employees Get 
Additional Increase 


Cuicaco, ILtt.—The 3500 factory em- 
ployees of The Florsheim Shoe Com- 
pany’s three Chicago plants have been 
given another wage increase of 5 per 
cent, according to Mr. Irving S. Flor- 
sheim, president. 

He reports that current earnings of 
Florsheim Shoe workers now exceed 
even the peak figures reached in 1928 
and 1929; in fact, they are at the high- 
est level in the history of the business. 
Florsheim plants are operating at full 
capacity on both men’s and women’s 
shoes to meet the increased demand. 
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Army Buys Larger Sizes on Open Market 





Shortage of Shoes in 9-12 Range Due to Early Placements 
Based on World War Average—Now Find Average 
Size Increased One and a Half 


Boston, Mass.—For the second time 
within a month the local procurement 
officers of the United States Army have 
entered the open market, this time on 
August 21, and have purchased a 
sizable quantiy of army service shoes 
at prices higher than those paid for 
the last million-pair lot contracted for 
after competitive bidding. The expla- 
nation of this action, it is said, is to be 
found in the fact that these open 
market purchases to date have been 
confined to fairly large sizes—9’s to 
12’s—and have been awarded to manu- 
facturers in position to make delivery 
in from thirty to forty-five days. 

The reason for the shortage in these 
particular sizes is that when the Army 
buying program got under way, the 
size tariff of the first world war was 
used. In a few months, after selectees 
began their periods of army service, it 
was found that since the world war 
the average size has increased one and 
one-half and the average width the 
same. This left the various Quarter- 
master Depots with too many small 
sizes and too few large sizes, and the 
procurement officers, since that dis- 
covery was made, have been trying to 
catch up with conditions as they exist 
today. 

Awards of contracts to manufacture 
this last lot of 100,032 pairs have been 
made as follows: 

Hanover Shoe Co., Hanover, Pa., 6000 
pairs at $3.69. Hiil Bros. Co., Hudson, 
Mass., 3032 at $3.69. Belleville Shoe 
Mfg. Co., Belleville, Ill., 15,000 at 
$3.71. Moose River Shoe Co., Old 
Town, Me., 30,000 at $3.725. Charies 
A. Eaton Co., Brockton, Mass., 9000 at 
$3.725. Weyenberg Shoe Mfg. Co., 
25,000 at $3.725. R. P. Hazzard Co., 
Gardiner, Me., 12,000 at $3.725. 

These prices are practically un- 
changed from those paid for the last lot 
bought on the open market. 





50 Years in Shoe Trade 


Brooktyn, N. Y.—Thomas C. Cor- 
nelius, now with Palter & Fitzgerald, 
here, will celebrate on Jan. 4, 1942, his 
fifthieth year of active service in the 
shoe industry. 

Mr. Cornelius started at age of 
twelve years with Israel Cohen. He 
spent fifteen years with Thomas B. 
Fritt; ten years as manager of Frank 
Bros., 588 Fifth Avenue; ten years as 
buyer for A. Louis Nebenzahl, Far 
Rockaway, L. I.; ten years as manager 
Regal Shoe Co., 1401 Broadway; three 
years with A. E. Nettleton Company. 
He entered employ of Palter & Fitz- 
gerald two and a half years ago. 
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40-Cent Shoe Wage 


Minimum Recommended 


Washington.—A 40 cents-an-hour min- 
imum wage, which if approved, will in- 
crease the earnings of about 96,000 
workers, was recommended on Aug. 25 
by the Shoe Manufacturing and Allied 
industries Committee. The committee's 
report embodying the recommendation 
was filed the following day with Gen- 
eral Philip B. Fieming, administrator of 
the wage and hour division, Department 
of Labor. 

A public hearing at which any person 
may appear in support or opposition to 
the recommendation will be held in the 
near future. More than 250,000 workers 
are currently employed by the industry 
as defined for the committee, which in- 
cludes the manufacture of cut stock and 
findings. 

The 96,000 workers in the industry, the 
majority of them women, now earning 
less than 40 cents an hour are located 
as follows: New England, 36,000; Middle 
West, 24,000; Middie Atlantic States, 
30,000; Southern States, 5,000. 

The industry has been operating under 
a 35 cents-an-hour minimum wage order 
since April 29, 1940. 

The committee which made the recom- 
mendation today after an investigation 
of the current economic and competitive 
conditions in the industry was under the 
chairmanship of Msgr. Francis J. Haas, of 
Catholic University, and was comprised 
equally of representatives of the pubiic, 
the employers and the employees. 





Employees Rewarded 
For Safety Record 


RocHeEstTer, N. H.—Employees of the 
three eastern factories of the Spauld- 
ing Fibre Co., manufacturers of 
Spaulding shoe counters, have been 
given a picnic as a reward for passing 
another six-month period without a lost- 
time acident. 

The shoe counter division in North 
Rochester leads with a record of 1,744,- 
550 work hours without a lost-time mis- 
hap. The board department in North 
Rochester is second; South Milton 
plant, third, and the box and can de- 
partment in Rochester, fourth. 





Compo Declares Dividend 


Boston, Mass.—The board of direc- 
tors of Compo Shoe Machinery Corpora- 
tion have declared a cash dividend of 
25c. per sh= 2 on the common capital 
stock, and accrued dividends of 62%c. 
per share in cash on the $2.50 conver- 
tible cumulative preferred stock. Divi- 
dends are payable Sept. 15, 1941, to 
stockholders of record at the close of 
business Sept. 5, 1941. 





Coward Shows Fall Shoes 


New York—At a recent press show- 
ing at the Waldorf-Astoria, Coward 
Shoe, Inc., presented their new Fall 
shoes for men, women and children. 
Highlighted features of the new wo- 
men’s line were: Stretchable smooth, 
as well as suede, leathers; polished 
leathers; “pre-walked” sole construc- 
tion; regular Coward arch-support fea- 
tures; and “Cradle Heel” shoes, new in 
women’s shoes. 

The collection included traditional 
comfort types for women who want 
arch support, and patterns combining 
style with comfort. The new line of 
“slipins” has been designed to use elas- 
ticized materials where they will give 
good fit without pressing on any tender 
part of the foot. Continued for a sec- 
ond Fall season, the “Flex-Maids” with 
their “pre-walked” sole construction are 
of unusually smart, comfortable walk- 
ing shoes with special flexible sole and 
concealed arch support. 

Outstanding novelties are the new 
play shoes for women and girls. A 
moccasin pattern, with a drawstring 
lacing providing adjustment in the size 
of the vamp. Two kinds of boots for the 
school and college girl—a high slipon 
pattern and a lower two-eyelet laced 
boot—were striking style ideas. 





Most Shoes Exempt 
From Wool Labeling Act 


[CONTINUED FROM PAGE 31] 


point of view, shoes, in the main, would 
be exempt under Section 4(d) of the 
act.” 

Mr. Ball commended the work of 
Henry Miller, Director of Trade Prac- 
tice Conferences of the Federal Trade 
Commission, in adjudicating the mat- 
ter, especially mentioning the time Mr. 
Miller has devoted to consideration of 
many technical problems presented in 
the association’s petition, exhibits and 
oral presentations. 

“Mr. Miller is himself a capable at- 
torney,” said Mr. Ball. “He knows the 
legal ins and outs, has an analytical 
mind, and unusual capacity for evaluat- 
ing technical manufacturing processes 
in relation to legal elements of a case 
before him. William T. Kelley; Chief 
Counsel of the Federal Trade Commis- 
sion, also extended every courtesy to 
us in welcoming our presentation. The 
decision of the Federal Trade Commis- 
sion, exempting most shoes from the 
provisions of the Wool Products Label- 
ing Act, is an illustration of a desire 
on the part of the commission not to 
handicap industry; but to arrive at con- 
clusions after careful consideration and 
deliberation. Our association has re- 
ceived invaluable cooperation from L. E. 
Langston, executive vice-president of 
the National Shoe Retailers Associa- 
tion, in the preparation of our petition 
and exhibits: and Mr Langston has 
made several trips to Washington with 
us in the presentation of our case.” 
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Record Turnout for 
Buffalo Outing 


BurraLo, N. Y.—A record crowd, 
close to 200, turned out for the 32nd 
Annual Stag Outing and Field Day of 
the Greater Buffalo Shoe Retailers’ As- 
sociation and Affiliated Shoe Trades, 
which was held last week at the George 
F. Lamm American Legion Post Home, 
Williamsville, N. Y. Harry J. Deters 
was general chairman and Fred Man- 
ning co-chairman. 

Activities started promptly at 1 P.M. 
A standing lunch was served all after- 
noon; at six-thirty all sat down to a 
chicken dinner. In the evening at the 
corn roast and fireside chat, Christ 
Schlenker, 80 years old, oldest living 
retail shoe salesman, stole the show. He 
gave the crowd a first-hand picture of 
what it was to be in the shoe business 
in the early days. Mr. Schlenker was 
presented with a gift by President Et- 
kin from the association. 

The feature attraction was the an- 
nual ball tilt between the shoe retailers 
and shoe travelers. Captain Ollie La 
Rue’s retailers won by a score of 19 
to 14. Buffalo retailers then played 
George Kalb’s booster team from Roch- 
ester, N. Y., and the Buffalo team was 
again victorious by a score of 21 to 11. 

The shoe fitting contest headed by 
Art Friedley, Kenmore shoe retailer, 
looked for the shoe man with the Cin- 
derella foot, size 7-C. Fred Giesler of 
Buffalo was the winner, according to 
Judges Michael Santercole, Bill Bar- 
ney and Fred Boosing. 

The shoe men then tested their skill 
with different kinds of shoes—this time 
it was horseshoes. The winners in this 
contest were Nathan Shapiro and Mr. 
Sagstetter, George Scholand and Ed- 
ward Kirchau. The golf driving con- 
test winners were Oliver La Rue, 
George Cooke and Carl P. Sickler. 

Charles Craney and Mr. Schueller, of 
the Freeman Shoe Co., both flew from 
northern Wisconsin to Buffalo to at- 
tend the outing. Mr. MacGowan, of 
the Griffin Mfg. Co., Robert Leighton 
and Charles W. Reis flew in from 
Plattsburg, N. Y. 

Dr. Marvin Goll took moving pic- 
tures of all events and the day's do- 
ings, and these pictures will be shown 
at the association’s annual ‘“get-ac- 
quainted” night dinner in January. 


E. T. Slattery Opens 
Remodeled Salon 


Boston, Mass.—The E. T. Slattery 
Co., recently inaugurated the Fall sell- 
ing season by opening a completely re- 
modeled and redecorated shoe salon on 
the third floor of its store at 155 Tre- 
mont Street, in charge of Frank Met- 
zier. Walls are painted in green and 
mauve, carpeting is mauve and the fur- 
niture, of bleached wood, is upholstered 
in blue fabric ‘and ivory leather. Flu- 
orescent type lighting is used in all 
display cases. . 
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PROOF... 


for new catalog. 





Advertised in 


SEPTEMBER 8 





$5.85 
to 
$7.85 
SOME STYLES 
HIGHER 


that custom character need not be expensive 
are these smart Taylor-Made patterns which appear in our 
opening Fall advertisement in Life magazine. At the left- 

0-SO-EZ-E No. 5015, made of Martin’s Imported Scotch 
Grain. At the right —O-SO-EZ-E No. 5016, with water re- 
sistant uppers and non-skid rubber soles and heels. Write 


E. E. TAYLOR CORP., 275 Congress Street, Boston, Mass. 





On Western Vacation Trip 

Boston, Mass.—Joseph Kaplan, of 
the Colonial Tanning Company, is 
spending several weeks vacationing in 
the western part of the country, and 
plans to visit the principal places of 
interest, including Yellowstone WNa- 
tional Park, Grand Canyon, Boulder 
Dam, Glacier National Park, and may 
go out to the coast before returning to 
Boston. He is accompanied on the trip 
by Mrs. Kaplan, their son and two 
daughters. 

Wally Hatch, sales promotion man- 
ager of Colonial, is spending a week in 
the Ohio territory, visiting the various 
factories there with Walter Cost of 307 
E. Fourth Street, Cincinnati, who is 


the sales agent for the Colonial lines 
in that territory. 

Archie Kaplan has just returned to 
Boston from St. Louis, where he spent 
a week visiting the factories there with 
Troy Tankersley, local agent for the 
Colonial Patent and Smooth Sides, and 
Fred Lyons, who handles the Colonial 
Splits. 


Transferred to New Orleans 


LAFAYETTE, IND.—Harry Rosenberg, 
manager of Carl’s Shoe Store, here, for 
the past two years, has been trans- 
ferred to New Orleans. Leroy Roth- 
ganger has come here from Sheboygan, 
Wis., to take the managership. 








Wholesale Lines Set New High in Chicago 





Market Council Survey Substantiates Record Fall Sales Pic- 
ture—Buyers Reported Placing Larger- 
Than-Normal Orders 


CuicaGo, ILu.—Wholesale shoe sales 
in the Chicago market district ran from 
59 to 125 per cent ahead of July, 1940, 
according to the regular monthly sur- 
vey issued by the Chicago Wholesale 
Market Council. The survey also shows 
sales 50 per cent ahead for the year to 
date. 

With all the fashion shows and other 
important events having been held dur- 
ing the first two weeks of August, it 
is now possible to obtain a fairly ac- 
curate picture of Chicago’s Fall market 
as compared with other years. 

The survey just completed by the 
Chicago Wholesale Market Council sub- 
stantiates the belief which prevailed 
throughout the wholesale district that 
the 1941 Fall selling exceeded all pre- 
vious years, even those of the 1929 
boom era. In spite of an early market 
held by many manufacturers in June, 
which some felt would reduce the size 
of orders during the regular market 
period, the majority of salesrooms re- 
ported buyers placing orders even 


larger than normal. A fair and gen- 
eral average increase, representing a 
cross-section of several score of the 
more important apparel manufacturers, 
showed orders higher than previous 
good seasons. 

Most retailers seemed to feel that 
deliveries might be either slow or 
doubtful and, consequently, they bought 
substantially, though seldom without 
reasonable caution and sound judgment. 
Consequently, only a few manufactur- 
ers found it necessary to place sharp 
restrictions on the size of orders booked. 
The large general merchandise whole- 
sale houses all reported brisk demand 
in all departments, so fear of fabric 
shortages could only partially explain 
the larger number of buyers who at- 
tended the market. 

Women’s ready-to-wear ran 15 to 40 
per cent ahead as compared with July, 
1940; men’s work clothing, 10 per cent 
ahead; infants’ and children’s wear 64 
per cent ahead. 





Portland Store Celebrates 
90th Anniversary 


PorRTLAND, ORE. — Olds, Wortman & 
King, Inc., which claims to be the oldest 
large department store west of the 
Mississippi to operate continuously in 
one city, celebrated its 90th birthday, 
recently. 

The company had its start in Port- 
land in 1851, the year Portland was 
incorporated, and 8 years before Oregon 
became a state. It has developed 
through the years as one of the finest 
shoe departments on the coast, with 
high-quality footwear and a large cli- 
entele. 

The store has consistently expanded 
its footwear departments for various 
members of the family, and has moved 
from location to location with the trend 
of the times and the growth of the city. 


Chicago Store Enlarged 
And Remodeled 


Cuicaco, Int. — The Joseph Shoe 
salon, at 544 N. Michigan Avenue, is 
being extensively remodeled and en- 
larged. An adjacent store building is 
being taken over which will enlarge 
the selling space to three times its pres- 
ent size. Previously this shop has been 
concentrating on shoes in the store’s 
middle price range, but will now expand 
the stock in both the lower and the 
higher-priced shoes. A mezzanine sec- 
tion in the new store will be made a 
special department for the selling of 
higher-priced shoes. 
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Canadian Rubber Footwear 
Exports Decline 


MONTREAL, CANADA — Sharp decline 
in Canada’s export of rubber boots and 
shoes was a feature of the June trade 
report of the Dominion Department of 
Trade and Commerce, External Trade 


branch. Exports in June, 1941, 
amounted to 97,946 pairs, valued at 
$109,529, compared with 234,302 pairs 
valued at $323,793 in June, 1940. In 
the same month Canada exported 48,260 
pairs of canvas shoes with rubber soles, 
valued at $32,994, compared with 30,430 
pairs, valued at $20,752; 49,727 pairs 
of rubber heels, valued at $2,060, com- 
pared with 312,153 pairs, valued at 
11,905, and 10,419 pairs of soling slabs 
of rubber, valued at $1,600, compared 
with 10,250 pairs, valued at $2,077. 

Canada’s imports of rubber goods in 
June, 1941, included 1144 pairs of can- 
vas shoes with rubber soles, valued at 
$408, compared with 52,348 pairs, val- 
ued at $15,538 in June, 1940; 157 pairs 
of rubber boots and shoes valued at 
$765, compared with 611 pairs, valued 
at $436, and 4874 pairs of rubber heels, 
valued at $256, compared with 8910 
pairs, valued at $767. 


Barton Opens New Shop 


WLLLISTON, FLA.—The Williston Shoe 
Shop has been opened by Miller Barton, 
whio recently purchased the stock and 
assets of Roy’s Shoe Shop. 


Salesman Promoted 
To Assistant Manager 


St. Louis, Mo.—Le Roy Guerdon, 
who has been a salesman in the Para- 
gon Shoe Shop for women at Famous- 
Barr Co., under Mr. Heller, has been 
promoted to assistant, filling the va- 
cancy left by Sam Oberman when he 
was made the new buyer of children’s 
shoes, there. Mr. Guerdon has been a 
salesman in the Paragon Shop for 
about six years. 





Novel Back-to-School Display 


This interesting window display of children's shoes for back-to-school was used 
by Sachs’ Juvenile Shoe Shop, Bayonne, N. J. More interesting though, is 
the fact that Mr. Sachs makes all his own displays. This particular promotion had 


as a background large simulated school books g 


which carried the 


around a large blackboard 


rouped 
heading—"Back to School in Sachs’ Shoes." In the foreground, 


shoes were displayed on large alphabet blocks as well as the regular display stands. 
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New England Shoe 
Production Up 


Boston, Mass.—New England shoe 
production during June was 50 per cent 
higher than in the same month last 
year, according to a compilation of the 
New England Shoe and Leather Asso- 
ciation, based on a report of the United 
States Bureau of the Census. Total pro- 
duction of these three states was 13,- 
059,977 pairs, as compared with a total 
production of the entire country of 
39,726,391—an all-time high for the 
month of June and an increase over 
June, 1940, of 41 per cent. 

Massachusetts led all shoe states in 
production in this month with a total 
of 7,377,582 pairs; New York being 
next with a production of 7,326,866. 
Massachusetts’ gain over June, 1940, 
was 50 per cent. Those of Maine and 
New Hampshire were 59 and 45 per 
cent, respectively. 

For the six-month period, January- 
June, the New England shoe states pro- 
duced 86,007,595 pairs, an increase of 
23 per cent over the same period a 
year ago. Massachusetts’ shoe output 
was 26 per cent greater during this 
period, and the gain for New Hamp- 
shire amounted to 20, and for Maine 
19 per cent... 

The shoe industry employed approxi- 
mately 202,000 workers during June, 
an increase of 2 per cent over the pre- 
vious month, according to this associa- 
tion’s analysis of the indices of the 
U. S. Department of Labor statistics. 
The estimated weekly payroll in June 
amounted to approximately $4,108,849, 
an increase of 6 per cent over May. As 
compared with June, 1940, employment 
was 12 per cent and payrolls 47 per 
cent higher this year. 

The Massachusetts shoe industry em- 
ployed approximately 43,000 workers 
during June, and the average amount 
of total weekly wages paid them 
amounted to $756,400, according to the 
association’s analysis of the indices of 
the Massachusetts Department of Labor 
and Industries. This represented an 
increase of 26 per cent in employment 
and 69 per cent in payrolls over the 
same month last year. The average 
weekly wage during June amounted to 
$21.70. 

The New England Council announces 
that, as of June 30, its business ac- 
tivity index stood at 131.9 per cent of 
estimated normal—an all-time high for 
that month. This is 2 per cent above 
May, 1941, and nearly 40 per cent above 
June, 1940. The largest contributing 
factor, of course, is the cumulative total 
of more than $2,000,000,000 worth of 
defense contracts awarded to concerns 
within the five New England states. 


Expands Facilities 
PHILADELFHIA, Pa. — Expanding its 
manufacturing facilities, the Modern 


Shoe Manufacturing Company have 
leased larger quarters at Emerald and 
Hagert Streets. This company has 
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The secret in selling bowling shoes is to 
know the kind of shoes bowlers will buy. 
Athletic Shoe company has been making 
bowling shoes for over forty-five years— 
know what bowlers want and the prices 
they are accustomed to pay. As a result 
ATHCO is America's fastest selling line of 
bowling shoes—your best insurance for 
profitable volume. For the current season, 
over 30 numbers in shoes and oxfords for 
men and women. To retail from $2.50 to 
$5.00. 


Send for catalog and prices. 
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PAIR 
GUARANTEED 














THE ATHLETIC SHOE COMPANY, 930 N. MARSHFIELD AVE., CHICAGO 


found the additional space necessary 
to meet its increasing production re- 
quirements. 


Hanan Reports Heavy 
Buying for Fall 


Cuicaco, ILL.—The outlook is promis- 
ing for an excellent Fall shoe business, 
according to Hanan & Son, Inc., who 
report exceptionally heavy and steady 
advance orders on their line of Hanan 
Hurdlers. The company attributes the 
success of these shoes to the public and 
trade acceptance of the famous name 
of Hanan, plus the super-flexibility fea- 
ture, which has a strong appeal to men 
in the upper income brackets whose 
activities are more strenuous and ex- 
acting than ever before and who are, 
therefore, interested in quality foot- 
wear designed to make walking easy 
and buoyant. The company believes the 
market for these shoes is due for great 
expansion. 


Max Brossman Now 
At Famous-Barr Co. 


St. Louis, Mo—Max J. Brossman, 
who until recently owned and managed 
an Orthopedic Shoe Store of his own 
in Mexico, Mo., is now in charge of the 
Arch-O-Graph department at Famous- 
Barr Co. in St. Louis. 





Marsden Manages New 
Peters’ Store 


Los ANGELES, CALIF.—The recently 
opened Peters’ Shoe Store, at 4726 
Whittier Boulevard, is being managed 
by C. W. Marsden, who for the past six 
years was manager of a Gallenkamp 
shoe store. As this store is in the 
manufacturing district of the city, Mr. 
Marsden is getting quite a bit of extra 
business through making personal con- 
tacts at the manufacturing plants in 
introducing safety work shoes. 


Owens Named 
Basement Manager 


SHELDON, Iowa— Lee Owens, for- 
mery in the shoe department in the El- 
lerbroek department store at Sibley, 
Iowa, has been made manager of Star- 
rett Brothers’ basement shoe depart- 
ment, here, succeeding Everett Alvis. 


New Men’s Store 
Opened in Providence 


PROVIDENCE, R. I.—Paul’s Shoes for 
Men is a new retail shoe store located 
at 119 Mathewson Street. It is owned 
by Paul Abramson and managed by 
Irving Davis. It features shoes from 
$5.50 to $6.50 and elevator-type shoes 
at $12.50. 
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Oldest Firm Reorganizes 


DaNBuRY, CONN.— The Settle-Hol- 
brook Co. has taken over the Holbrook 
Shoe Store, 235 Main Street, here. For 
the past 56 years the store has been 
operated by Elijah Holbrook of Bridge- 
port, the oldest shoe store operator in 
Connecticut. 

Officers of the new company are Mr. 
Holbrook, Robert P. and Lillian Settle, 
both of Danbury. Mr. Holbrook plans 
to retire from active management and 
Mr. Settle will take over his duties. 


Fire Damaged Store Reopens 


Jackson, Miss.—The Cinderella Slip- 
per Shop, here, which was destroyed by 
fire last May, has reopened at 114 East 
Capitol with all modern fixtures and 
furnishings. The store is air condi- 
tioned and fluorescent lighted. Fritz 
Volmer, well-known Jackson shoe man, 
is the manager. 


Celebrates First Anniversary 


Fr. WortH, Texas—Bell Shoe Store, 
at 300 B Houston, here, has just com- 
pleted its first year, and reports busi- 
ness satisfactory. 

Sam Schwartz, the owner, carries a 
full line of men’s and boys’ shoes, and 
he emphasizes boots for children and 
grown-ups alike. 
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Early Buying Points to 
Good Fall Season 


Cuicaco, Inu.—Although Summer 
clearance sales are in progress in most 
Chicago stores and departments, there 
has already been established an early 
Fall buying trend, which points to one 
of the best Fall seasons in a number 
of years. 

Suede is expected to take the lead in 
sales for early selling, although the 
general opinion seems to be that the 
selling period will be shorter with calf 
coming in earlier than ever before. In- 
creased activity in war relief and other 
types of work for which women will 
wear tailored and tweed type clothes 
is expected to increase the demand for 
calf and tailored type shoes. Black is 
expected to lead sales by 65 per cent, 
with 30 per cent in brown, and the re- 
maining 5 per cent in colors to be 
divided between blue, green, and bur- 
gundy. Polished leathers and antique 
browns are already receiving consider- 
able attention, particularly in reptiles. 

More low heels than ever before have 
already been shown with indications 
that the volume will continue to rise. 
Flats are coming into the picture more 
than ever with a lot of 11/8 and 12/8 
heels being sold. Pumps are selling 
exceedingly well, especially with the V- 
throat line. Open toes remain in the 
lead for dress, although closed toes are 
the choice for street wear. 

Many of the State Street stores have 
already begun their Fall fashion pro- 
motions coupled with August sales of 
Winter coats and furs. Although black 
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shoes appear to be in the lead, preview 
showings indicate that brown will be 
more extensively used for accessories 
than for some time. Brown shoes were 
shown with brown suits and coats and 
also with lighter tone coats. Coffee- 
dyed and gunmetal caracul coats and 
caracul trim appear slated for popular- 
ity and are being shown with brown 





Modern Illusions in Store Front Design 


The architect who designed the front of the new store of Fred Staudaher, in Boze- 
man, Montana, did on exceptional job in creating an illusion of a larger store. 
Cutting away the corner, he made an entrance that looks far wider than the 
store's actual 15-foot width. The front of the store is of Pittsburgh Gray Carrara 
trimmed with wine. Window backgrounds are of bleached oak. For a town of 
only 8500 population, this new store would do credit to any large city. 


Boot and Shoe Recorder 





~~ _ ese 4a ee a me PrP. er ee rf; 2S ee ee 


Tarra T.7 FTF ATs Ue lc Oe 


ny 











6 Doz.—$1.10. 12 Doz. 
—$2.00 


With Store Name 
Imprinted 


100 tickets—$3.00 
200 tickets—$5.00 


Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 


Color Fall Windows 


with Decorative 
Display Cards 
and “— Tickets 





““CAMPUS PETS” 








So new, 


REECE 





Each month, 14. infor- 

















ine and forceful 
es = on 
a AN ealy desig 





cards. 


Thee JOIAWAS SINWHOUANW 





Detailed Information on Monthly Service at Your Request. | 


BOOT AND SHOE RECORDER 





209 SOUTH STATE STREET ® CHICAGO, ILLINOIS | 


shoes and accessories. Natural dresses 
are also being shown with brown as are 
green and brown dresses. Marshall 
Field & Co. has been promoting “Boot 
Black Suedes first in Fashion for Fall,” 
and “Brown a Sure Bet on the Fall 
Color Chart.” 


Expand Radio Advertising 


SEATTLE, WASH.—Gallenkamp Stores, 
Inc., has recently expanded its West 
Coast radio program over the Columbia 
Broadcasting System network. The 
shoe store’s radio program, “Here’s the 
Clue,” a mystery thriller and quizzer, 
which invites write-in participation, has 
been expanded to 15 minutes and 
spotted for another thirteen weeks on 
several West Coast stations. This new 
show started in mid-July, and addi- 
tional stations may be added as write- 
in participation grows. 


Complete Shoe Section 
In Department Store 


Cuicaco, ILL.—Meyer Bros. Depart- 
ment Store have moved their family 
shoe department into a separate and 
complete modern shoe store in a corner 
location. The store took over an ad- 
jacent corner building for this purpose. 
Robert Robinson is manager. 
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“PERFECT ROCKER” 
hogany rubber heel and sole taps attached. 
Uppers of ‘soft leather, waterproofed . . . 
Colors—British Tan 
Smoked Elk 
White. 


Stock No. 641—(patent pending) 


“CAMPUS BOOT-EZ”—the boots that are blitzing their 
way into the hearts of every Co-Ed. 
so Western and so practical. 


Made with the 


WOODEN SOLE—ma- 


Order Today 


REECE WOODEN SOLE SHOE CO. 
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His Job: To Choose 


Britain’s Shoes 


LONDON, ENGLAND — Appointed Di- 
rector of Civilian Footwear at the age 
of 37, H. G. Durston, who recently took 
office, entered the trade at 18, when he 
began his apprenticeship with his 
father’s manufacturing firm. The new 
post has been created for several rea- 
sons—the fact that there is less leather 
available for civilian footwear, the fact 
that the industry has been “telescoped” 
under the new concentration program, 
and the final, and most important cause 
—the rationing of clothing, which in- 
cludes footwear. Because there is a 
limit to the number of shoes which can 
now be manufactured, the Government 
is determined that they shall be dura- 
ble. The production of good quality 
footwear is the first aim of the new 
director. There are not likely to 
be standard, fixed-price Government- 
stamped shoes at present. But the va- 
riety of designs will be much reduced. 
Women’s high heels are likely to be 
standardized at two inches. Wedge 
heels will probably disappear. 


Jarman Departments Enlarged 


Los ANGELES, CALIF.—The Jarman 
shoe departments in two nearby cities, 
Glendale and Pasadena, are being en- 


larged to accommodate the increased 
trade. Both these departments are in 
the Brooks Clothing Co. stores. The 
Pasadena shoe department is managed 
by L. D. Earthman, and the Glendale 
department has Ralph Brooks as man- 
ager. 


Heads Junior Chamber 


Of Commerce 


SEATTLE, WasSH.—Noted as one of 
the most outstanding shoe advertising 
men of Seattle, W. Eyrle Day, adver- 
tising manager of the Turrell Shoe 
store, Fisher Building, here, has been 
newly-named as president of the Se- 
attle Junior Chamber of Commerce, 
succeeding Eugene A. Wright. 

His advertising for the Turrell or- 
ganization has been instrumental in 
extensive merchandising of footwear 
and has won him an outstanding place 
in local shoe and advertising circles. 

Mr. Day recently attended sessions 
of the national convention of the Junior 
Chamber of Commerce, which was 
held in Minneapolis, Minn., and while 
there was instrumental in bringing 
home to Seattle three national awards 
for the Seattle chapter. He is well- 
known for his special activities in civic 
organizations in Seattle in addition to 
his shoe and advertising leadership. 
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Houston Store Remodels 
Shoe Department 


Houston, Texas— Sakowitz Bros., 
here, are remodeling their shoe depart- 
ment to double the space which the de- 
partment formerly occupied. This will 
give-an additional 20 feet of width in 
the balcony. The salon type depart- 
ment with concealed stock will be fea- 
tured. 

There will be occasional chairs with 
odd pieces of furniture to complete the 
salon effect. The remodeling of the de- 
partment will provide more stock space 
as well as more floor space for fitting 
customers, and the atmosphere will be 
completely changed from that of the de- 
partment store shoe balcony to that of 
the high-class salon. 

The color scheme will be blue for the 
shoe department and coral for the 
sports department, which is also lo- 
cated on the balcony. When the re- 
modeling is completed about Sept. 15, 
the new department will be one of the 
outstanding shoe departments in the 
South, G. H. Sauer, manager of the 
store, said. 
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Tannery Workers 
Get Wage Increase 


Boston, Mass.—Under the terms of 
an agreement reached between the Mas- 
sachusetts Leather Manufacturers’ As- 
sociation and the leather workers’ divi- 
sion of the International Fur and 
Leather Workers’ Union, approximately 
10,000 workers in the tanneries of Pea- 
body, Lynn and Woburn have received 
a 10 per cent increase in wages. This 
agreement, now effective, provides that 
the increases noted apply to employes 
on both piecework and hourly bases, 
and further provides that, on Nov. 15, 
workers paid by the hour shall receive 
an additional increase of 5 per cent. 

The possibility of a sharp increase 
in living costs is also taken into consid- 
eration, and another section of the 
written agreement provides for a 
further increase of 5 per cent for all 
workers after December 1 if it is found 
that the cost of living, as determined 
by the state division of the necessities 
of life, has gone up. Subsequent in- 
creases are to take effect if the cost of 
living continues to rise. 


To Manage Shoe Department 


BurraLo, N. Y.—John Smolnicky, 
former owner of the Rite Shoe Store at 
32 West Chippewa Street, has accepted 
a position as manager of the shoe de- 
partment in the new Bond Clothes Shop 
at Main and Eagle Streets. 
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Merchants Look for Big Fall Business 





Optimistic Outlook Tempered, 


However, by Belief That Con- 


sumer Industry Curtailment May Lead to 
Temporary Falling Off 


Boston, Mass.— While merchants 
throughout New England are generally 
optimistic regarding Fall business, some 
estimating an increase as*much as 20 
per cent over last year, optimism is tem- 
pered in some spots by the belief that 
curtailment in the consumer industries 
forced by inability to obtain needed raw 
materials may lead to a temporary 
slump. 

Throughout Connecticut, whose in- 
dustries are engaged almost 100 per 
cent in turning out orders which feed 
more or less directly into the defense 
effort, there have been estimates of in- 
creases ranging from 10 to 20 per cent 
in unit sales, and as high as 40 per cent 
in dollar volume because of the in- 
creases expected in shoes and wearing 
apparel generally. Somewhat lower es- 
timates of increases come from the in- 
dustrial sections of Masaschusetts, the 
coastal cities of Maine and New Hamp- 
shire and one or two spots in Vermont, 
where the machine tool industry has 
been long established. 

The Massachusetts Division of Un- 
employment Compensation, which has 


a vital interest in employment through- 
out the commonwealth, has issued a 
report on conditions affecting the con- 
sumer industries which points out that 
material shortages are being felt par- 
ticularly by rubber goods manufactur- 
ers and by some makers of certain types 
of instruments, at least two of which 
have curtailed production because of 
inability to get needed material. Attle- 
boro, with its jewelry industry, is noted 
as a possible sore spot when, at the 
end of this year, it is believed that ex- 
isting ‘stocks will be depleted and lay- 
offs will be the rule rather than the 
exception. Greater Boston firms en- 
gaged in the fabrication of metals nor- 
mally used in consumer merchandise, 
already have announced curtailed pro- 
duction but are hoping that their plants 
can be re-equipped in such a way as to 
make it possible for them to go into the 
business of manufacturing for defense 
needs. 

Another interesting development is 
the rapid increase in business in sub- 
urban stores, particularly in the vi- 
cinity of Boston. This trend first man- 
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ifested itself several years ago and 
was met, by large stores, by opening 
branches in strategic points. The trend, 
however, has now become intensified by 
gasoline shortage, the failure of the 
railroads to give adequate service, and 
the dissatisfaction of women shoppers 
with the discomforts of bus transporta- 
tion which has attempted to fill the 
gaps created by the discontinuance of 
rail service. 
Seg 


New Store Front 
For Armishaw’s 


PORTLAND, ORE.—Armishaw’s, Ltd., 
“Walk-in-Ease” Shoe Store, at 526 S.W. 
Park Avenue, here, between Alder and 
Washington Streets, has recently com- 
pleted one of the most modern and 
distinctive store fronts on the entire 
Pacific Coast. The facade is of beige 
and green structural glass, with fluores- 
cent lighting in the windows. Its in- 
spiring slogan is “No Compromise With 
Quality.” 


Purchases Shoe Store 


HANNIBAL, Mo.—F. L. Farmer, for 
twelve years with Kinney Shoe Co., the 
last five of which he was manager of 
the Hannibal, Mo., store, has purchased 
the stock and fixtures, and will operate 
the former Currier’s Shoe Store at 220 
Broadway, Hannibal. 
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B. F. Goodrich Reports Profit 
For Six-Month Period 


AKRON, OHIO—The semi-annual re- 
port and financial statement of B. F. 
Goodrich Company has been issued for 
the six-month period ending June 30, 
1941. In their explanatory note to 
stockholders of the company, David M. 
Goodrich, chairman, and John L. Coll- 
yer, president, made the following 
statements: 

“Consolidated net profits for the six- 
months’ period amounted to $6,646,033 
after provision for depreciation, in- 
terest, federal income and excess profits 
taxes, and a reserve of $1,000,000 for 
contingencies. Consolidated profits for 
the corresponding period of 1940 
amounted to $1,362,692. 

“Consolidated net sales for the first 
half of 1941 amounted to $98,005,059, 
an increase of 45.2 per cent over the 
net sales for the corresponding period 
of 1940, after excluding in both pe- 
riods net sales of European subsidiaries 
not now consolidated. 

“Consolidated balance sheet as of 
June 30, 1941, shows current assets of 
$95,654,781 and current liabilities of 
$26,218,371, giving a ratio of 3.65 to 1. 
Inventories and raw material commit- 
ments were valued at the lower cost or 
market. 

“On July 1, 1941, to safeguard sup- 
plies for national defense, the rubber 
industry was made subject to govern- 


mental restrictions in the consumption 
of crude rubber. The volume of business 
to be transacted by companies in this 
industry in future will, therefore, be 
directly affected by the extent and 
nature of such restrictions.” 


Memento to Early Shoemakers 


Row.ey, Mass.—A little old shoe 
shop, of the ten-footer class, has been 
dedicated in memory of the early shoe- 
makers of this town, the exercises be- 
ing conducted by the Rowley Historical 
Society. 

The shop, with its benches, kits of 
tools, and odds and ends, was given by 
Albert Hicken, son of the late Thomas 
Hicken, who in the years of long ago 
made by hand great boots for fisher- 
men who sailed out of Gloucester, and 
also for pioneers:who went West to 
grow up with the country. 


To Increase Production 


FARMINGTON, N. H.—Production of 
the H. O. Rondeau Shoe Co., Inc., fac- 
tories here has been increased to 300 
cases of shoes a day, as the result of 
installation of a new elevator on the 
outside of the South Main Street plant. 

The new elevator, with up-to-the-min- 
ute safety devices, has a capacity of 
10 cases of shoes, twice as many as 
could be carried in the old elevator. 
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Obituaries 


Robert B. Clark 


ROCHESTER, N. Y.—Robert B. Clark, 
who once organized a chain of retail 
shoe stores bearing his name in New 
York State, and who was for 30 years 
engaged in shoe manufacture here, died 
at his home in this city August 20, 
after a short illness. 

Mr. Clark started with the Fred S. 
Todd Shoe Company, here, went 
through various grades of promotions, 
becoming buyer of both upper and sole 
leather and also foreman of the fitting 
room. It was while he was with this 
company that he had charge of estab- 
lishing retail shoe stores in Albany, 
Schenectady, Gloversville and Amster- 
dam. 

They were later sold, and the Todd 
shoe factory business was purchased 
by a firm of which he was a member— 
Joy, Clark & Nier, which continued in 
business successfully until a protracted 
strike in the city’s shoe factories, when 
it went out of business. 

Mr. Clark then went into the rea! 
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Burdine’s Assumes Shoe Department Control 


MIAMI, FLa.—Burdine’s assumed abso- 


lute operation, control and ownership 
of their four shoe departments for men, 


women and children this month. This 


a special Burdine brand, are stocked in 
the men’s shoe department. For chil- 
dren there will be Twixteens, Foot 
Trainers, Sky Riders, Simplex Strong- 


Left to right: Fred Ayres, men's shoe buyer at Burdine's, Miami; Paul Roberts, 

buyer of women's better and budget shoe departments; Thomas !, Jones, manager 

of the Burdine children's department, and A. E. McEachen, manager of the women's 
and children's shoe departments at Burdine's West Palm Beach store. 


move is in line with a Burdine policy 
adopted in 1936, which was to own and 
operate all major merchandise depart- 
ments and to take control as soon as the 
then existing contracts expired. In tak- 
ing over the shoe departments, the last 
of the large merchandise departments 
in the store now comes under Burdine 
ownership and control. These depart- 
ments have been leased to outside in- 
terests for the past 16 years. The new 
policy is also in effect in Burdine’s West 
Palm Beach store and will be carried 
out in Burdine’s seasonal shop on Lin- 
coln Road, Miami Beach, when that 
place reopens for the coming season. 

With the formal opening of the four 
shoe departments in Burdine’s, men’s, 
women’s better shoes, women’s budget 
shoes and children’s shoes, a retail in- 
ventory of $310,000 worth of new stock 
replaces the shoes formerly carried. 
Only well-established, outstanding lines 
were chosen to make their first appear- 
ance in South Florida. 

In women’s better shoes will be Sun- 
shine Fashions and Barbara Lee, both 
Burdine’s own brand; Pandora, Arnold 
Authentics, Matrix Joyce and Rythm 
Step. The budget shoe department will 
offer such well-known lines as Natural- 
izers, Joyce and Budget Shoes, a Bur- 
dine’s own special brand. Edwin Clapp, 
Wright Arch Preservers, Bostonians, 
A. G. Spalding & Bros., and Landrow, 


heart, Mrs. Day’s Baby Shoes and Kali- 
sten-iks. 

Rowland D. Saunders, merchandise 
manager of Burdine’s men’s depart- 
ments, will also merchandise the four 
new shoe departments. Mr. Saunders 
has been with Burdine’s since 1917. A 
year ago he took over the merchandis- 
ing of the shoe departments and con- 
tinues in that capacity in the new setup. 

Paul Roberts is buyer of women’s 
shoes for both departments. He was 
formerly shoe buyer at Miller & 
Rhoades department store, Richmond, 
Va., and is considered an authority on 
shoe fashions. 

Fred Ayres moves up from assistant 
buyer of men’s shoes to buyer for Bur- 
dine’s new men’s shoe department. He 
has been with Burdine’s since 1936, and 
prior to that was with the John Riley 
Shoe Co., Columbus, Ohio. 

Thomas I. Jones will continue to man- 
age the children’s shoe department, a 
position he has held for the past five 
years. 

A. E. McEachen, who will manage 
the women’s and children’s shoe depart- 
ments at Burdine’f West Palm Beach, 
was, until quite recently, manager of 
men’s shoes at Burdine’s, Miami. Prior 
te coming to Miami, McEachen gained 
valuable shoe experience in Boston at 
Pierre’s; Filene’s college shop at North- 
ampton; I .Miller college shop, Welles- 
ley, and for a time in Honolulu. 





estate business, continuing up to the 
time of his death. But he never lost 
interest in shoes and those who make 
and sell them, and the friendships which 
he established with great numbers of 
shoe men were lasting. 

Long prominent in Masonic activities, 
he was held in affectionate regard by 
a multitude of friends. Besides his 
widow, Vivian Roblin Clark, he leaves 
two sons, Vernon and Elmer Roblin 
Clark. 


George A. Fromouth 


CoLumBia City, IND.— George A. 


Fromouth, age 46, local shoe merchant, 
was killed August 13 when he lost con- 
trol of the automobile he was driving 
and crashed into a tree three miles west 
of Ft. Wayne, Ind. He was engaged in 
the shoe business with his father and 
brother. He is survived by his widow 
and one daughter. 


J. I. Gilliam 


LyNcHBURG, VA.—J. I. Gilliam, 59, 
for many years a traveling man for 
George D. Witt Shoe Company, died, 
recently, in Roanoke, Va. Mr. Gilliam 
had been associated with George D. 
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From Bass comes another boom 
for winter sales. The Tempo 
Boot is back again with changes 
that'll cause a parade of skiers 
te your door. 

The upper leather is now a sturdy imported 
stock .. . a high hitch counter has been added 
to the heel, giving the wearer a choice of the 
regular or a higher hitch... and the wind- 
cround strap is wide and strong. Added to the 
regular Tempo features, these changes make the 





Use of Pine in Display 

PORTLAND, OREGON—As an aid to 
better retail merchandising, the West- 
ern Pine Association, with headquarters 
in this city, has published a new book- 
let titled, “A Guide to Store and Shop 
Uses of Western Pines.” Its 16 pages 
are replete with timely suggestions for 
using Western Pines to advantage in 
smart and original displays, fixtures, 
backgrounds and paneled walls. It is 
profusely illustrated with over 90 pic- 
tures of exteriors and interiors show- 
ing distinctive background accessories 
and striking display arrangements in 
stores and shops from coast to coast. 

This publication was prepared in 
collaboration with A. E. Hurst, store 


| display analyst, who is a recognized 
| authority on modern merchandising 


| methods. Mr. Hurst is author of the 
book “Displaying Merchandise for 
| Profit.” 


In view of the fact that changes are 
constantly being made in display meth- 
ods used in retail department stores 


and specialty shops, this new booklei 
is most timely as there is a very notice- 


Tempo sure-fire for sales. Stock Bass Ski Boots for | 


men and women today. Write for FREE catalog 
to G. H. Bass & Co., Dept. BS-5, Wilton, Maine. 








Witt Shoe Company for nearly a quar- 
ter of a century, traveling in the south- 
ern part of West Virginia. 

Mr. Gilliam was widely known in the 
shoe business and very popular with 
his customers, his associates and his 
fellow salesmen. 





Army Post Influences 
Civilian Styles 

ALBUQUERQUE, N. M.— Local shoe 
stores are doing a land office business 
in military styles for both men and 
women. In some stores 25 per cent of 
the men’s shoes in stock are of military 
types. 

Early Fall buying by women has 
favored black suede classic sandals 
showing a military trend, black suede 
step-ins, and some smooth leather mil- 
itary pumps and step-ins. Popular col- 
ors are the new golden tobacco tan and 
Kona red. 

The presence in Alberquerque of a 
new U. S. Army Air Base, with a per- 
sonnel of more than 2000, has definitely 
influenced the trend to military styles 
here, as well as providing a consider- 
able market for men’s dress shoes. Even 
the enlisted men are buying freely, 
dealers say. The average pay of air 
corps men is high in comparison to that 
of other Army branches. The soldiers 
quite generally don civilian clothing 
for social affairs. 
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able trend towards a greater use of 
wood for interior store displays and 
window backgrounds. 

This booklet should prove a valuable 
guide to store and shop managers, ad- 
vertising departments, window display 
men and others responsible for store 
window displays and interior promo- 
tions. Interested persons desiring a 
copy of “A Guide to Store and Shop 
Uses of Western Pines” may secure 
one free from the Western Pine Asso- 
ciation, 510 Yeon Building, Portland, 
Oregon. 





N.Y.S. Retailers Study 


New Legislation 


RocHester, N. Y.—John A. Beau- 
mont, president of the New York State 
Shoe Retailers’ Association, has asked 
its executive council to take steps to 
insure continuous watchfulness of new 
legislation in Albany and Washington. 

This is not only for the purpose of 
being in a position to act promptly 
whenever measures injurious to the in- 
terests of shoe retailers are suggested 
or introduced, but also to assist—and 
sometimes sponsor—laws in the inter- 
ests of the retail shoe business. 

So far as Washington is concerned, 
the National Shoe Retailers’ Associa- 
tion is in an advantageous position for 
keeping an eye on the course of events 
there, as it has been and may be ex- 
pected to continue functioning for the 
benefit of state retaile.'s. 

But there are so many possibilities at 
Albany, without adequate plans for 
keeping all of them in constant view, 
that new arrangements will have to be 
made. For one thing, a closer working 
agreement is wanted with the New 
York State Council of Retail Merchants. 
They are preparing to back legislation 
which will prohibit the sale of mer- 
chandise at retail in industries which 
do not produce it—as, for instance, the 





You, toc... 


| CAN OPERATE YOUR OWN 


‘| Dr. SCHOLL 


FOOT COMFORT SHOP 


DAYTON, 
OHIO, 
SHOP 


Bernard 
Kwass, 
Owner 








Own your own business like 
successful dealer-owned Dr. 
Scholl Foot Comfort Shops 
Operating coast to coast. You 
are backed by the vast Dr. 
Scholl organization — benefit 
by its experience — feature na- 
tionally advertised Dr. Scholl 
merchandise, service. 


Many Good Cities Available 


Take advantage of this opportunity 
tO build security. Only moderate 
capital required, with liberal invest- 
ment protection, Sales, merchan- 
dising helps provided . . . inten- 
sive training given without charge. 
ACT NOW .. . address Dept. B 


for complete information. 


Write THE SCHOLL MFG. CO., inc. 


213 W. Schiller St., Chicago 
62 W. 14th St., New York 











sale of shoes to employees in all kinds 
of plants, many of them at cost. This 
is steadily cutting into retail profits. 


To Make Dressy Sandals 


Los ANGELES, CaALir.—Alfred Cerf 
is now manufacturing a line of dressy 
one and one-half inch wedgie sandals 
for general sportswear which will re- 
tail around the six dollar mark. Mr. 
Cerf came here three years ago from 
Palm Beach, Florida, and established 
a custom sandal business in the Holly- 
wood district. This business has grown 
so, that he is now branching out, mak- 
ing his handmade footwear for the 
retail trade at large. 
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SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 





HAVE openings for two experienced salesmen, 

one in South and West Texas, and one in 
Chicago and Northern Illinois, who are inter- 
ested in selling a fast styled, fast selling In- 
Stock line of popular priced ies’ pew 
Footwear, Qualifications must include road sell 
ing experience and a desire to make real money. 
Address: Shu-Stiles, Inc., 1214 Washington 
Avenue, St. Louis, Mo. 


Cram of 6 modern popular priced family 

shoe stores in one of America’s largest in- 
dustrial midwestern cities. Business profitable, 
name established for many years. Complete 
breakdown in health forces immediate disposi- 
tion. If interested Address £277, care Boot & 
aa Recorder, 100 East 42nd Street, New York, 

%) A 





N In-Stock Factory Line of well-known 

Sport Oxfords to retell from $1. 98 to $2.45 
now has op gs for Salesmen 
to sell as a side-line, in the following terri- 
tory—Ohio, Georgia, North Carolina, South 
Carolina, Florida and New York State. State 
qualifications and lines now carried. - 
fidential. Address replies to Box 275, 140 
Federal Street, Boston, Mass. 








POSITION WANTED 








EXECUTIVE POSITION WANTED 


Man with twenty-three years’ experi- 
ence in running factory making Men’s 
Dress Shoes; Competent to handle 
production management, sales, cred- 
its, systematizing of factory and office, 
purchasing, cost and general account- 
ing; styling; advertising, etc. Might 
also consider agent’s connection on 
leather, findings, and other materials 
going to shoe factories. 


Address 271, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











ENTHUSIASTIC, high. grade Ladies’ Shoe 

Salesman, $7.00 and upward price range; 
qualified buyer; former Department and Shoe 
Store Manager; age 35; married; systematic 
in details; good customer getter; at present 
not in position qualified for; desires advance- 
ment. Will leave present location; excellent 
references. Address $274, care Boot & Shoe 
. 100 East 42nd Street, New York, 





BUYER. MANAGER, 10 years’ experience, 

better grade shoes. Promotion minded. 
Trims windows. Ambitious. Married; (30); 
deferred; Best references; Will go out of town. 
Address $273, care Boot & a Recorder, 100 
East 42nd Street, New York, Ws 





LIVE MANAGER, SALESMAN, BUSINESS 

BUILDER, keen buyer, expert at window 
displays, backgrounds. Now in New York City. 
Address $266, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





WANTED TO PURCHASE 





SHOE STORES WANTED 
FOR CASH 


Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
—e Write in to 
L. BARIS, Pres. 
~ BARIS SHOE CO., INC. 
79-81 Reade St.. New York 
Unusual references on request 








PROFITABLE Shoe Store doing $30,000- 

$70,000. East or Middlewest. Capital on 
heed. State details. Address $272, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





HELP WANTED 





WHAT HAVE YOU FOR SALE? 
Highest price paid for 
SHOE STORES or SURPLUS STOCK 
Also purchase clothing, Gents’ 
Furnishings and other merchandise 


HENRY YOUNG 


1055 Summit Ave., Bronx, New York 
Telephone: Topping 2-5895 





SHOE Factory manvwfacturing complete line 

of beach and luggage sandals and play 
shoes wants representative for California and 
West Coast. Give full information in first 
letter. Address $276, care Boot & Shoe Re 
a. 100 East 42nd Street, New York, 





FOR RENT 


NEw ROCHELLE, NEW YORK; 500 

Main Street, Modern Stores, 100% loca- 
tion; ideal for shoe store, reasonable rent. 
WILLIAM KUSCHE, owner, 95 Locust 
Street, New Rochelle. 











To Close Shoe Store 


YAKIMA, WasH.—Arbuckle, King & 
Goeckner, in the shoe business here for 
some time, are now discontinuing their 
store. Men’s, women’s, and children’s 
shoes have been carried by this firm, 
along with hosiery and handbags for 
the ladies. Complete stocks are being 
sold along with the fixtures and fur- 
nishings. 


Open Men’s Shop 


DaLLas, Texas — Neiman - Marcus 
have opened an ultra-smart men’s shop, 
including a men’s shoe department. 
Floyd H. McCluen is the manager of 
this department. J. B. Williams is as- 
sistant manager. 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
19 N. Fourth St. Philadeiphia, Pa. 
Phone Market 1666 








SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO.., 
established 1915 
We buy surplus or complete stocks of shoes 
from retailers, jobbers and manufacturers. 
Visit our new worehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed § 
Walk-Over, Florsheim, Enna-Jettick, 
ity, Arch Preserver, Queen Quality, 
tonians, Stetson, Red Oross, Nunn-Bush, Etc. 

IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 











CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. Philadelphia, Pa. 
Phone Lombard 2062 














CLASSIFIED ADVERTISING RATES 
The rate for "Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
w Advertisements for this page must be in our New York office on Friday of the week preceding publication. -wa 


advertise- 





Boot and Shoe Recorder 

















Eliminates Return of Misfits 


DENVER, CoL.—A problem which fre- 
quently occurs to almost any shoe re- 
tailer—that of a woman customer in- 
sisting on buying a shoe which is ob- 
viously too small for her—has been 
solved simply by the women’s shoe de- 
partment of Daniels & Fisher’s Com- 
pany, here, by a novel psychological 
step which Buyer Dick Runyon of 
the department has developed to meet 
the necessity of making later adjust- 
ments. 

Like other footwear retailers, Daniels 
& Fisher’s has constantly run up 
against the problem of the woman who 
will not admit her foot has changed in 
size or shape since her girlhood. Such 
customers frequently insist on wearing 
shoes which do not fit, and obstinately 
reject any courteous suggestion by the 
salesman that the size is incorrect. 
There are not many instances of this 
type, of course, but since the new sys- 
tem was introduced, adjustments com- 
ing from this source have been cut to 
an absolute minimum. Now, whenever 
such an event occurs, the salesman 
gives the woman the shoe, making a 
final explanation that the store does 
not feel that it will fit her correctly, 
and asking her to change her -mind if 
she is at all willing. If still obdurate, 
the customer is told that she is to take 
the responsibility away from the store 
by signing the sales check, which is 
marked plainly “misfit.” Thus, when 
it comes to actually signing an affidavit 
to the effect that she is‘ buying an im- 
properly fitted shoe, the customer in- 
variably thinks twice—and usually ends 
up taking the salesman’s word and ac- 
cepting the shoe which he tells her is 
proper for her foot. Because Daniels & 
Fisher’s sell almost exclusively in 
higher-price brackets, there are few 
women who are willing to spend from 
$6 to $10 on a pair of shoes on which 
they can claim no adjustment in the 
event that the shoes cause foot trouble 
of any sort. Consequently, the slip has 
the effect of changing their minds, and 
to Mr. Runyon’s knowledge, has never 
failed to convince them that they are 
making a serious mistake. 

To guard against offending a sensi- 
tive customer who may already be irri- 
tated by having her own judgment con- 
tradicted by the salesman, Mr. Runyon 
has instructed his salesmen to present 
the idea with the explanation that it 
will discredit him in the eyes of the 
management if she returns the shoe, 
explaining that her signing of the slip 
is to protect his own interest. In this 
way, no personal ire against the store 
is raised, and the stubborn customer 
will always listen to reason. 


Novel Sale Clears Shelves 


MiaMI, Fta.—A “Believe it or not” 
shoe sale sponsored by Lee’s, 19 N. E. 
First treet, was a success in that a 
large quantity of end-of-the-season 
merchandise was cleaned off the shelves. 
The sale offered 1,000 pairs of ladies’ 
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MATS FOR YOUR 
NEWSPAPER ADS 
Eliminate high cost of ART-WORK and EN- 
GRAVINGS! For that big increase—use SHU-MAT 
vee Sas Oe er ene a ee Ew vale 


SHU-MAT CO. 
584 E. Whittier St., Columbus, Ohic 














HOTELS 








shoes at 5 cents a pair. All sizes, col- 
ors, styles and heels were included in 
the promotion. Shoes were priced at 
a uniform price of $1.49 for one pair, 
with a second selection for five cents. 
It was possible for two women to share 
the saving, each taking one pair of 
shoes. 


Movies Show 
Salesmen’s Mistakes 


Kansas Crry, Mo.—A novel idea in 
footwear selling practice—the use of 
a motion picture to illustrate the do’s 
and don’ts of footwear selling—has 
been used regularly by Carl’s Boot 
Shop, independent shoe store, here, as 
a definite means of eliminating mis- 
takes before they occur. 

Carl Franks, owner of the store, is 
an amateur movie fan, and owns sev- 
eral types of equipment which makes 
it simple for him to photograph opera- 
tions of the store during the day. Twice 
a year, since 1938, Mr. Franks has 
taken complete movies of the six sales- 
men of the store in every branch of 
their work—from late-at-night hours 
in the stock room to actually fitting the 
feet of young women customers of the 
store. Many of these movies are shot 
surreptitiously when the salesman isn’t 
looking, and portray them in the way 
they actually sell, not “dressed up” for 
picture-taking. 

Mr. Franks shoots as much of the 
movie as possible in secret, has it de- 
veloped, then stages a party for his 
salesmen, which is held in the basement 
of the store. A movie screen is set up 
at one end, and a table with sandwich 
meats, drinks, and other party ‘supplies 
at the other. The salesmen enjoy an 
evening of sociable fun, then bring out 
chairs and are treated to the movie 
program, which carries an important 
message in teaching every salesman to 


is a hard mistress 


Many women 

simply cannot 

wear frivolous 

shoes comfort- 

ably . . . but a lot 

of them insist on trying. Th 

so many shoemen rely on Trimfoot 

to protect their reputation for 

satisfaction. Wafer thin Trimfoot 

slips into the daintiest shoe for 

maximum foot comfort. $1.00 per 

pair retail. Your cost $6.00 per 
dozen pairs. Write for 
details to Trimfoot, 

- 4060 Forest Park 
Blvd., St. Louis, Mo. 
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correct mistakes which the movie brings 
out. The movie takes around 30 minutes 
to run, and always covers the ac- 
tivities of every salesman of the store. 
“Most of the staff get quite a kick out 
of this idea,” Mr. Franks says, “par- 
ticularly in those cases where we catch 
them off guard, when the average sales- 
man’s face turns a little red.” For ex- 
ample, in one section of a movie, a 
salesman was shown to pull a cig- 
arette out of his pocket, take a quick 
few puffs and pinch it out while osten- 
sibly going into the stock room to get 
a pair of smaller-size shoes for his 
customer. Another revealing close-up 
showed a salesman fitting an expensive 
pair of shoes on a woman customer 
while his own shoe laces were hanging 
seven inches to the floor, untied, and 
allowing his shoes to slip down from 
his heels. “We point out such small 
details as these as points in salesman- 
ship which can be improved,” Mr. 
Franks stated. “And we find that it is 
an excellent method of reminding every 
salesman to be courteous, dress as 
neatly as possible, and eliminate all bad 
habits which may offend customers.” 


Featuring Nylon Sandals 


Cuicaco, Int.—Nylon is making suc- 


cessful shoe merchandising news at 
Marshall Field & Co. Nylon sandals 
introduced in the Staccatoe Shoe Shop 
have received a ready acceptance as 
Summer black shoes which can also be 
worn later on. The shoes sold for $8.75 
with handbags to match are featured 
as “suave-dull-surfaced black-wonder- 
fully long wearing.” 








U. S. Rubber 
Half-Yearly Statement 


New YorK—Consolidated net income 
of United States Rubber Company for 
the six months ended June 30 was $6,- 
203,314, equal, after preferred divi- 
dends, to $2.07 a common share, F. B. 
Davis, Jr., chairman and president, an- 
nounced, recently. This compares with 
$4,234,239, or 94 cents a share, for the 
corresponding period of 1940. 

Net sales. billed in the first half of 
this year amounted to $150,677,739, or 
37 per cent above the $109,782,572 total 
for the first half in 1940. 

Taxes on excess profits and income, 
including foreign income taxes, and pro- 
vision for tax contingencies, estimated 
at $8,398,720, were 268 per cent greater 
than the $2,283,927 provided for in the 
first hix months of 1940. Before deduc- 
tions of these taxes, net income this 
year was $14,651,311, as against $7,- 
001,117 in the same period last year. 

Current assets, including cash of 
$17,090,831, totaled $136,189,342. Cur- 
rent liabilities, including provision for 
accrued taxes, were $51,077,989. Earned 
surplus was $14,872,410 after payment 
of full current dividends on the 8 per 
cent non-cumulative preferred stock, 
and after setting aside the dividend of 
50 cents a share on the common stock 
which was declared on March 5, 1941, 
to be payable April 30, 1941, but which 
has not yet been paid because of the 
suit brought by a preferred stockholder 
to enjoin its payment. 

Referring to this suit, Mr. Davis said 
that “the court of original jurisdiction 
denied the injunction on July 3, 1941. 
The plaintiff has three months in which 
to appeal the decision.” 

Concerning operations, Mr. Davis re- 
ported to stockholders: “Your company 
has been operating practically at ca- 
pacity in all of its plants so far this 
year. However, effective July 1, 1941, 
the Government has taken over the 
purchase of crude rubber for the en- 
tire rubber industry and has arranged 
for the allotment of gradually reduced 
amounts of rubber for consumption 
over the remaining months of 1941. All 
demands of a defense nature are being 
met.” 


Shoe Department Will Expand 


SoutH BENpD, INp.—With the addi- 
tion of a second floor to their present 
first-floor-and-basement building, the J. 
C. Penney Co. store will enlarge and 
modernize their shoe department in a 
first-floor location. The expansion will 
be finished by late Summer. W. C. 
Sparks is the store manager. 


Hughes Joins S. J. Brouwer 

MILWAUKEE, Wis. — Clarence V. 
Hughes has re~igned as manager of the 
Miller-Jones Shoe Store in Dowagiac, 
Mich., to join the S. J. Brouwer Shoe 
Co., here. 
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A Buying ATT Ce 


BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass. 

ATHLETIC SHOE CO., Chicago, Ill. 

BASS, G. H., & CO., Wilton, Me. 

BELLAIRE SHOE CO., Portland, Me. 

COLE, ROOD & HAAN CO., Chicago, Ill. 
GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. 

HANAN & SONS, INC., Chicago, Ill. 

HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. 
REECE WOODEN SOLE SHOE CO., Columbus, Neb. 
ROBERTS-HART, INC., Keene, N. H. 

TAYLOR, E. E., CORP., Boston, Mass. 

TWEEDIE FOOTWEAR CORP., Jefferson City, Mo. 
UNITED STATES RUBBER CO., New York City 
VITALITY SHOE COMPANY, St. Louis, Mo. 


LEATHER AND OTHER MATERIALS 


ALLIED KID COMPANY, New York, Boston, Philadelphia 
HUBSCHMAN, E., & SONS, Philadelphia, Pa. 
KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich. 
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MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, Etc. 
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DU PONT DE NEMOURS, E. |., & CO., INC., Arlington, N. J. 
LIMA CORD SOLE & HEEL CO., Lima, O. 

LITTLEWAY PROCESS CO., Boston, Mass. 

MEARS, F. W., HEEL CO., INC. 

UNITED SHOE MACHINERY CORP., Boston, Mass. 

WREN’S SHOE POLISHES 


STORE EQUIPMENT AND ACCESSORIES 


SCHOLL MFG. CO., THE, Chicago, Ill. 
TRIMFOOT COMPANY, St. Louis, Mo. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 42 
BARSH & CEASAR, Philadelphia, Pa. 42 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 42 
HOTEL LENNOX, St. Louis, Mo. 43 
KIRSCH-BLACHER CO., INC., New York City 42 
RUBIN, IRVIN, New York City 42 
SHU MAT CO., Columbus, O. 43 
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CELASTIC 
ADVANTAGES | 
INTHE FACTORY it 
Celastic is easy to repro- 


REWARD—FOR CHAMPIONSHIP PERFORMANCE 


Consistently a winner — Celastic’s top performance as a 
box toe in all types of footwear is recognized by maker, 
merchant and wearer. 

Old enough to have established proof of its many fine 
features, yet so modern in idea and application that an 
increasing number of manufacturers are using Celastic 
to make Matched Pairs. 


i es 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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TO KEEP BRIGHT 
HEALTHY AND ALERT 
WEAR SHOES THAT FI1 
PROPERLY AND PERMI1 
YOUNG FEET TO GRO\ 


STRIDE RITE SHOES 


do just that . Scand more! Their 
fine shoem@&ing, consistently 
high value, and good looks make 
satisfied customers, repeat sales, 
and a profitable retail market. 
And, at the s@iie time, they are 
building a sé@pre future for 
every retailer of Stride Rite 
iN 


shoes. 4 


E MFG. CO,, BOSTON, MASS. 


GREEN SHO 






